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Crowd storms Cary’s in Durham, North Carolina following big new-store promotion program. 


IN THIS ISSUE: "Home and family store" pulls big crowd . . . Salesmen — are they better or worse than 10 
years ago? . . . Clinic for homeowners ... The farmer needs to be shown . . . Young man of Menominee 
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1—Organization of an integrated and articulate construction industry 


which will provide more and better building products to consumers at 
lower real costs with fair wages and profits to all who serve in the in- 
dustry. 2—Coordination of all production, marketing, research and 
professional activities concerned with the development, sale, and delivery 
to the consumer of building products—including the functions of the 
manufacturer, wholesaler, retailer, architect, realtor, contractor, me- 
chanic, financier, association official and public servant. 3—Identifica- 
tion of the building products merchant as a central headquarters for the 
industry’s consumer selling activities in the local community. 4—Per- 
petuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 5—Informative, educational and 


merchandising-minded journalism and service toward these ends. The 
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llow Pittshurgh' national advertising 


hosts 
Vour sales 


@ In reality, Pittsburgh’s large-scale, consistent 
advertising program—carried on in the country’s 
leading magazines—is the backbone of any build- 
ing supply and lumber dealer’s activity on Pitts- 
burgh products. 


The striking, full-color advertisements compris- 
ing this campaign are read by millions of home- 
makers. They “pre-sell” this important audience 
on the merits of such Pittsburgh products as struc- 
tural and framed mirrors, full-length door mir- 
rors, and Plate Glass furniture tops. Photographs 
of actual home installations and hard-hitting sell- 
ing copy emphasize to your prospective customers 
the many advantages of these products: How mir- 
rors brighten a room, increase its apparent size; 
why full-length door mirrors are indispensable in 
bedrooms, bathrooms, halls; what Plate Glass fur- 
niture tops can do to protect furniture and add 
glamour to the room; why Twindow “has the 
edge” for double-glazed windows; how Solex— 
“the best glass under the sun”—reduces glare and 
heat, keeps interiors ten to twenty degrees cooler; 
why Pennvernon is “window glass at its best.” 

When you identify yourself as a dealer for 
Pittsburgh products—in your own advertisements, 
displays and other sales aids—the whole impact of 
Pittsburgh’s national advertising comes into play. 
That means more sales and increased profits for 
you. Pittsburgh Plate Glass Company, 2131-2 
Grant Building, Pittsburgh, Pennsylvania. 
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This Pittsburgh Label, supported by the 
biggest advertising campaign in the glass 
business, is recognized by your customers 
¢ as the mark of quality Plate Glass. Make 
a sure it's on the products you handle. 


PAINTS - GLASS + CHEMICALS - BRUSHES - PLASTICS 


PITTSBURGH ae ee 
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WASHINGTON REPORT. 








Some active working elements, missing for quite 
a while, are showing up again in the dealer- 
customer field. 


Several have been in a state of suspended anima- 
tion for so long that they’ve been left for dead 
on the sales room floor. Not that bad, of course; 
but when one of those half-forgotten helpers 
come wandering in, a superstitious merchant 
may think he sees a haunt. 


| There’s the old, and sound, idea that building 
/ materials should be sold to customers. Much 
of the time since Pearl Harbor, this industry 
has had the odd feeling it wasn’t selling its 
stuff at all; not in the earlier sense. It was 
trying to bargain with Uncle Sam rather than 
with the customer. There have been those 
building limitations; the allotment of scarce 
materials; the public control of credits; and, 
not least, those rhubarbs with Uncle’s hired 
men. Add the fact that in this atmosphere of 
} created scarcity the customers were scrambling 
: for the chance to buy; and there’s your sellers’ 
market. Artificial, but packing a wallop. 





It hasn’t turned completely into a buyers’ market; 
| but the warning flags are up. Just now there’s 
enough stability in the materials, credits, labor 
pattern so that leaders of the industry are 
| willing to make some long range predictions. 


With a few exceptions, building materials are in 


, pretty good supply. Restrictions have been 
\ relaxed quite a lot, and it looks like still more 
f easement. The wage-price controls law proba- 
’ bly will be extended for another year in about 
, ' its present form; but, item by item, it'll be 
) ; loosened up in the coming months. 


Opinion here is that the CMP will be closed out 
before the end of ’52; although the uncertain 
factor, at this writing, is the steel wage-price 
dispute. Credit terms are easier and prices 
more stable than the industry dared hope at 
the beginning of the year; and the January 
guess that there’d be about as many housing 
starts this year as last was considered, at that 
time, to be reckless. But the same estimate 
ls made now, with pretty good statistical back- 
ing. That would be a million or more new 
houses. Builders think there’ll be an equal 
number of buyers; families wanting the houses 
and with resources to buy them. 





But at this point the spook of a changing sales 
climate wanders in. Take another look at the 
market; easier credit terms, more stable prices, 

| relaxed CMP, fairly ample building supplies, 

and, as one merchant puts it, a good lot of 
people wanting houses. It looks like a good 
year and probably can be made a good year. 

But there’s that sales climate. Lots of potential 

customers; but they’re not making like a bar- 

gain sale in Macy’s basement. 
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It isn’t buyer resistance. Buyer resistance is the 


U-turn the customer makes when panic buying 
has driven prices out of his reach. He backs 
out of the market, but unwillingly. He’s the 
hungry boy with the empty pockets and his 
nose pressed against the bakery window. But 
the citizen without the urge to buy usually can 
buy if he wants to. The goods are there, the 
supply is pretty well stabilized. Prices are 
getting cut in other lines; so why hurry? 


It’s customer indifference; not buyer resistance. 


Such customers WILL buy; if they’re properly 
sold. A lot of high-octane sales campaigns, 
in neighboring industries, are under way. We 
need them less than do some other lines of busi- 
ness. But as one building material executive 
says, “We’ve just naturally got a big selling 
job to do if we find buyers for that million 
houses. It can be fun; but we’ve got to do it 
anyway, or else!” 


This page isn’t suggesting that somebody catch 


the building materials industry and put adver- 
tising shoes on it. That was done by the fore- 
fathers, long before the present generation of 
retailers appeared; and the shoes have been 
improving in quality and fit, ever since. But 
it is much to the point that a kind of long- 
range, public-relations advertising is getting 
salvaged and put to work again; something 
that neither we nor the customers have seen 
very often during the years we’ve been aiming 
our persuasive powers at Uncle Sam rather 
than at the public. 


notable example is the picture brochure, put 
out by the National Retail Lumber Dealers 
Association. It’s called “Inside the Retail 
Lumber and Building Materials Industry.” The 
purpose of this booklet with its sixty or more 
pictures is “to give you the inside story of.this 
progressive and indispensable industry.” 


We think you'll agree that it’s really a persuasive, 


informative, personally conducted tour of a 
great industry; one that touches John and Mrs. 
Citizen directly, in ways that can multiply their 
comfort, efficiency and their satisfactions of 
living. 


There’s to be wide distribution. The book will go 


to 11,000 public libraries and to many other 
institutions and to people who function in the 
forming of public opinion. You doubtless be- 
long to a service club and make an occasional 
speech at a luncheon meeting. The book is a 
natural for your purposes. It has the informa- 
tion you’ll need in telling the story of your 
business. A copy given each member will mean 
that these books will show up in physicians’ 
and lawyers’ offices, in insurance agency wait- 
ing rooms, in banks, architects’ offices and the 
like; where it will tell your story over and 
over to the people you want to reach. 















The farm market is waiting to buy... 
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Your customers know and trust this Warranty. 
They have confidence in roof paints and coat- 
ings that carry this seal. And they are right. 
Asphalt-Aluminum Roof Paints and Coat- 
ings made to comply with the specifications 
on the Warranty give superior, long-life roof 
protection at low cost. 

There is no doubt, more and more of your 
customers are using and considering using 


REYNOLDS METALS COMPANY 


2513 S. Third St., Louisville 1, Ky. 
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Asphalt-Aluminum Roof Paints and Coat- 
ings. You'll find sales will come easier and 
quicker if you stock and recommend brands 
with the Warranty. Remember, this Warranty 
program has had the benefit of more than 
two years of intensive advertising in the large 
farm market where the potential for sales are 
tremendous. Get your share of this profit- 
able, growing business now! 


REYNOLDS 
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NEWS BRIEFS 





Materials Becoming Plentiful. For the second month in a row, 
the National Association of Home Builders shortage survey indi- 
cates the increasing availability of building materials. Even 
copper, the controlling metal, now joins steel in an apparently 
easing market. Flat copper for flashings, reported critically short 
by 40% of builders on February 1, is reported short by 27% in 


| March. Copper tubing has declined from 28% to 15% and copper 


wiring from 14% to 8% in one short month. Light structural steel, 
long prohibited in home building, appears to be so plentiful that 
suppliers are seeking customers. 


+ 2 e 


New Redwood Member. The Warm Springs Redwood Co., 
Willits, Cal., has recently been welcomed into the California Red- 
wood Association as a full member. Sherman A. Bishop, executive 
vice president and general manager of the association, noted that 
the long-established firm had turned a major portion of its atten- 
tion to redwood. a 


Freight Rates Up. The Interstate Commerce Commission 
announced April 14, a new railroad freight rate schedule to take 
the place of the temporary rate increase that had previously been 
in effect. The new order wipes out the temporary increase of 6% 
and substitutes an increase of 15%, making a net permanent in- 
crease of 9%. At the same time, an actual dollars and cents 
increase of 12 cents per hundred was established. This supercedes 
the temporary increase of 4 cents and amounts to a net total 
increase of 8 cents. It is estimated that the average dealers lumber 
freight bills may now increase as much as $2.00 per thousand. 

& * = 


Air Conditioning Boom? General Electric announced that in 
Dallas 300 new homes are going up with G.E. air conditioning built 
into them. The important fact is this: the new air conditioning 
equipment installed costs $1,200 in a house that already has ducts 
for hot-air heat. Result: the air-conditioned Dallas houses will 
sell for under $12,000. G.E. feels that the public hasn’t realized 
that home air conditioning is already on a mass-production basis 
with seven major companies selling equipment. The air-condition- 
ing industry is now prepared to supply a package unit for only a 
few hundred dollars more than a conventional heating system. 
Another major manufacturer, Chrysler, believes that the indus- 


try’s big job is to educate the public that air conditioning is no 
longer a luxury. 
oo * e 


Plywood Training Course. The Douglas Fir Plywood Associa- 
tion is now preparing a 5 unit training course to sharpen the selling 
of salesmen of the plywood wholesale distributors. Each unit will 
include a 20-minute sound-slide film, manuals and reference mate- 
rials. Salesmen completing the course will receive a data guide 
with their names embossed on the cover. The complete series will be 
ready about April 25 and DFPA field promotion men will be avail- 
able to present the material. Requests to take the course may be 
addressed to DFPA, Tacoma, or to the field man nearest you. 


Housing in Europe. Results of the first-hand survey made in 
Europe last year by NAHB members has. just been published in 
a 14-page booklet. Conditions ranged from good to very bad, the 
report disclosed. Holland and Switzerland were the best housed 
and the worst housing was observed in France and Italy. Home 
building in England has been virtually stymied by government 
controls, but is somewhat better than that of France and Italy. 
The Germans were found to be systematically and industriously 
rebuilding their country. Looking briefly across the Iron Curtain 
Into the Russian sector of Berlin, the committee saw little low-cost 
housing under way but noted several attractive public buildings 


obviously located in full view of the Allied areas for propaganda 
purposes. 
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March Building 
13% Over February 


A big upswing in private 
home building helped to push 
capital outlays on new con- 
struction last month to $2,250 
million—13% over February 
and slightly above March, 1951. 

In a joint report, the Labor 
and Commerce Departments 
said other factors contributing 
to the March building boost 
were substantial increases in 
highway construction and sea- 
sonal advances in most other 
types of construction. 

Labeling private home build- 
ing as last month’s “outstand- 
ing construction development,” 
the two agencies said total ex- 
penditures for private resi- 
dential building were estimated 
at $784 million, an increase of 
17% over February, and only 
9% below the March, 1951 
record. 

On a quarterly basis, officials 
said, private residential build- 
ing was 16% less this year than 
in the first quarter of last year. 

During the first quarter of 
1952, total expenditures for all 
types of new construction were 
estimated at nearly $6,400 mil- 
lion, about the same as was 
spent on new construction dur- 
ing the first quarter of last 
year. 


Gl Loans Set 
Record in 1951 


The building industry will 
probably be surprised to learn 
that more money was loaned 
to veterans for GI home loans 
last year than during any year 
since the program went into 
effect in 1944, according to the 
Veterans Administration. 

The principal amount of GI 
home loans made by private 
lenders during calendar year 
1951 was $3,614,000,000, which 
is approximately a third of a 
billion dollars greater than the 
previous high of $3,286,000,000 
established in calendar year 
1947. | 

Although the principal 
amount of GI home loans made 
by private lenders last year was 
the highest on record, the num- 
ber of loans closed was the 
third highest on record. 
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New telescope 
carton has com- 
plete unit and 
accessories for 
the job. 


Manufacturers of 
precise clock spring 
balances since 1888. 


A total of 447,373 GI home 
loans was closed last year, com- 
pared with the high of 541,922 
in 1947 and the second high of 
497,596 in 1950. 

Following is the yearly rec- 
ord of GI home loans closed 
by private lenders since the 
program went into effect in 


1944: 

Year Number Amount 
1951 447,373 $3,614,000,000 
1950 497,596  3,073,000,000 
1949 276,793 1,424,000,000 
1948 349,934 1,881,000,000 
1947 541,922 3,286,000,000 
1946 412,037 2,302,000,000 
1945-44 43,256 192,000,000 


The grand total of all these 
home loans is more than 2,500,- 
000 and the amount is in excess 
of $15.7 billion in original 
principal amount. 


Public Housing 
Ceiling 5,000 Units 


A limit of 5,000 public hous- 
ing starts in fiscal ’53 was voted 
by the House of Representa- 
tives, after its Appropriations 
Committee had approved 





In some respects and particu. 


larly for larger homes, the new 
Regulation was not a relaxa- 
tion. This is especially so be. 
cause, as previously explained, 
it is a “use” regulation which 
prohibits utilization of inven- 





tory in excess of the amounts | 


specified in Schedule I. In this 
respect, it is more restrictive 
than the previous regulations, 

Dealers who have followed 


the development of M-100 know | 


that for houses with copper 
plumbing systems the amount 
of copper which can be used per 
dwelling unit has been de. 
creased. While the amount of 
carbon steel has been increased 
by 500 pounds per unit, this 
has been largely offset by the 
re-definition of galvanized sheet 
metal duct-work from a “B” 
product to an “A” product. 
Prior to M-100, only custom 
duct-work had to be counted as 
an “A” material but under M- 
100 duct-work is now counted 
within the limitations. In addi- 
tion, reinforcing mesh previ- 
ously considered a “B” product 
must now be counted within the 


25,000. 


In the Senate, where public 
housing sentiment is stronger, 
there will be a determined effort 
to raise the figure to some point 
nearer the 75,000 units being 
urged by the proponents of 
public housing. 

Last year the House ap- 
proved 5,000 units initially but 
yielded to the Senate in Con- 
ference with the result that a 
figure of 50,000 was finally 
voted. But this year, the House 
in effect rejected an amendment 
to permit 50,000 units by adopt- 
ing the amendment calling for 
only 5,000 units and that will 
strengthen the position of the 
House Conferees if the Senate 


again votes a higher total than 
5,000. 


Larger Homes Hit 
by New NPA Order 


The National Association of 
Home Builders reports that 
although the gloomy rumors of 





Send free window unit booklet on 
j Spirex and Caldwell tape balances. 


| NAME 
1 COMPANY 
ADDRESS 


| CALDWELL MANUFACTURING CO. 
Lo Commercial St., Rochester 14, N. Y. 














square foot limitations, bath- 
room limitations and various 
quota systems were effectively 
squelched by the issuance of the 
recent M-100, effective March 
6th, there are certain restric- 


tive aspects of the Regulation 
which should not be overlooked. 


carbon steel limitation. Homes 


not utilizing duct-work may of | 


course receive some benefit from 
the increased steel permitted. 


Builders Urged 
to Request Permits 


Anyone desiring to construct 
a new building for which a per- 


mit is required should submit | 


the application to Washington 
promptly, Clyde A. Fulton, 
president of the National Re- 
tail Lumber Dealers Associa- 
tion, stated this week. 
“From all indications, the ° 
National Production Authority 
now intends to follow a more 
liberal policy in approving ap- 
plications for commercial, in- 
stitutional, and farm buildings 
to be started during the latter 
half of this year,” Mr. Fulton 
said. 

“The new policy recognizes 
the fact that the amount of steel 
and aluminum available for 
non-defense use will be greater 
in the third and fourth quarters 
of the year than had _ beet 
anticipated. 

“This means that more neW 
stores, schools, warehouses, of- 
fice buildings, and other mullti- 
family residential buildings can 
obtain allotments of critical 
materials. 


—— 
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TEMLOK MEANS STRONGER, 
LOWER COST CONSTRUCTION 


MASONRY VENEER 


STUCCO 
(4’ x 8’ Temlok Sheathing) 
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WOOD SIDING 
(4’ x 8’ Temlok Sheathing) 






(2’ x 8’ Temlok Sheathing) 


No matter how a builder finishes his houses on the 
outside, you can sell him on the extra strength and 
the cost-cutting features of Armstrong’s Temlok® 
Sheathing. 

How Temlok adds strength. Temlok is made of 
tough pine fibers, mixed with asphalt and formed 
into strong boards (2’x 8’ and 4’ x8’ sizes). Be- 
cause of these large sizes, Armstrong’s Temlok can 
give the frame much greater rigidity than horizon- 
tal wood sheathing. Due to its great built-in 
strength, Temlok in the 4’ x 8’x 25/32” size has 
been accepted by FHA field offices for use without 
corner bracing. 

How Temlok cuts costs. When used without corner 
bracing, Armstrong’s Temlok Sheathing will cut 
building costs an average of $25—$35 on a medium- 
size home. Because Temlok is so much easier to 
handle than lumber, many builders have found 
they save over 20% on labor time. There’s prac- 
tically no waste in cutting. You also save the cost 
of using building paper because it’s not needed for 
most exteriors. You get Temlok Sheathing pack- 
aged for faster, easier handling. 

For complete details on Armstrong’s Temlok 
Sheathing, see your Armstrong wholesaler 

or write Armstrong Cork Company, 4704 
Ross Street, Lancaster, Pennsylvania. 


ARMSTRONG’S 
TEMLOK 














says a typical 
glass block dealer 





“WHEN customers come to us with re- 
placement problems for rotted, or broken 
basement windows, we always suggest 
replacement with Insulux Glass Block.” 


Make the comparison! Figure it out 
for yourself! Compare the cost of sash, 
screen, storm window and maintenance 
against that of a lifetime panel of main- 
tenance-free Insulux Glass Block. 

A panel of Insulux Glass Block can’t 
rust nor rot; never needs painting. Glass 
block is extremely hard to break .. . 
makes a sound, weathertight, insulating 
panel. And glass block lets in all the 
light yet blocks out sight. 


Supplies of glass block and all of the 
accessories needed are non-critical and 
immediately available in quantity. Instal- 
lation is simple and quick . . . requires 
only ordinary mason’s tools. 

Want more information about this 
use of Insulux Glass Block? Just write: 
Daylight Engineering Laboratory, Dept. 
AL4, Box 1035, Toledo 1, Ohio. Insu- 
lux Division, American Structural 
Products Company, Subsidiary of 
Owens-Illinois Glass Company. 


INSULUX 


"WALLS OF 
DAYLIGHT" 


—by the pioneers of 
Daylight Engineering 








“The supply of wide-flange 
structural steel and copper is 
still regarded as tight, but other 
controlled materials are becom- 
ing more plentiful and the sup- 
ply of non-critical items such 
as lumber, cement, wallboard, 
and plumbing fixtures is more 
than adequate.” 


End Down Payment 
for Home Improvements 


The Federal Reserve Board 
announced recently that the 
10% down payment required on 
home’ improvements—under 
Regulation W—is no longer 
necessary. 





The ruling is effective imme. 
diately. 

Up to now, an individual was 
required to make a 10% down 
payment on the cost of home 


improvements such as addition © 


of a room or a painting or © 


shingling job. The down pay. 
ment was not required until the 


work was completed and the | 


rest of the cost had to be paid 
off in 36 months. Now, the 
10% down payment is no longer 
required but the 36-month pay- 
off period is retained. 

The ruling applies only to 
home improvements and does 
not alter any provisions of 
Regulation X, which restricts 
the amount of real estate credit 
for new houses. 
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Four Ways to Remodel the Small Home 


Now that the Federal Reserve Board no longer requires a down payment for 
repairs and modernization dealers will be especially interested in the above 
sketch provided by the Douglas Fir Plywood Association. Prepared for their 
$20,000 “Room-for-Improvement” contest it shows that if a home lacks an attic or 
basement there are four ways to remodel “out” for additional space. 
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For well over 50 years Northern Woods have been recognized for their high quality. The 
Northern Lumber Mills are better equipped today than ever before to serve you with well- 
manufactured, accurately-graded Northern Woods. Consult the firms on this page for your 
requirements in Northern Woods. 


Cadillac-Soo Lumber Co. . . . Sault Ste. Marie, Mich. *Roddis Plywood Corporation . Marshfield & Park Falls, Wis. 


Northern Hardwoods, Hard Maple a Specialty. Hemlock, White Roddis Lumber & Veneer Co. of Mich. . . Ironwood, Mich. 
Pine. Modern Dry Kilns. Facilities for Surfacing, Resawing, etc. Roddis Lbr. 4 Veneer Co., Ltd... Sault Ste. Marie, Ontario, Can. 
Compl. stk. N. Hdwds., Hemlock, W. Pine, Cedar Prod., Maple, 
Birch, Flg. Hdwd. Ven‘r'd Doors. Plywd. Mod. Dry Kiln facil. 


“Abbott Fox Lumber Co. . . . . Iron Mountain, Mich. 


Manufacturers and Concentrators of Rasfoonds. | eee and * Ahonen Lumber Co. 


pot Seomgpetens of Bootes » oe eee) «Dronwood, Mich. 


Northern Hardwoods, Hemlock, White Pine, Spruce. Planin 
Mill—Modern Dry Kilns. Sales agents for the “AAA” bran 
MFMA Hardwood Flooring. 


tConnor Lor. & Land Co, iMills: Laona, Wis.)Sales Marshfield, Wis. 
K. D. & A. D. Hardwoods, Hemlock, W. Pine—Cedar Shingles, * , ‘. 
Posts, Poles—Laytite Rock Maple & Birch Flg.—Dimension stock. Copeland Lumber Co. . . . Atlantic & Ontonagon, Mich. 
Sales Office—CHICAGO—135 S. LaSalle St., Hardwood Lumber. 

Dimension. Dry Kilns and Planer. 


“Diamond Pole & Piling Company . . . Escanaba, Mich. 


Lumber sales gest for Northwestern Veneer & Plywood Cor- * + gs . 
poration; mills at Big Bay and Newberry, Michigan. Hemlock, C. M. Christiansen Co. ° ° . . ° Phelps, Wis. 
White Pine and Spruce. Modern planing mill. An outstanding Wisconsin lumber manufacturer — Hardwood, 


ite Pine, Hemlock and Cedar Products. 


Schneider Bros. Lumber Co. . . . . Marquette, Mich. “Wm. Bonifas Lumber CO. (saretfit!s, *t Sales Neenah, Wis. 


isco, Mich.) Office 
Northern Hardwoods and Hemlock, Hardwood Dimensions. ae ana : 
Rough Hardwood Turnings. Hardwood Pallets—any size. Plan- slosthere, Hortee Dapeat Millorost 


ing Mill and Dry Kilns. 


“Holt Hardwood Co. =. =.) . . . (Oconto, Wis. *Goodman Lumber Company . . . . . Goodman, Wis. 


Maple, Birch, Beech, Oak Flooring. Strip, Assembled Block Hardwoods, Hemlock, White Pine, Basswood, Hard- 
Herringbone, Parquetry types: all types Heavy Duty Flooring. pete Rent "Facalen mill. Dry Kilns. Rotary cut veneers. 


“Boehm-Madisen Lumber Co. . . . Milwaukee 3, Wis. | “Michigan Pole &TieCo. . . . . Newberry, Mich. 


Mills: Lake Linden, Mich., White Lake, Wis. Mirs. Hard d Northern Hardwood Lumber, A Faithful Hemlock. NORTH- 
and adwost anda. 4 D. facilities pens mg Lc. i. ane ERN WHITE PINE, NORWAY PINE and Piling. Excellent 
ments kiln dried hardwoods from stock at Thiensville, Wis. Transit Millworking Facilities. 
t+Member Maple Flooring Mfrs. Assn. *Member Northern Hemlock & Hardwood Mfrs. Assn. 
ok 
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B.F.Goodrich 
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Now your customers can afford the beautiful Rubber Tile they’ve 
always wanted in their homes. For B. F. Goodrich Rubber Tile is now 
available in the new FULL #42" thickness, at a new low price. And they 
realize even greater savings when they install it themselves. 


This easy-to-handle tile, especially made for home installations, 
comes in a wide range of colors and rich marbleized patterns, permit- 
ting unlimited design possibilities. 

You'll earn extra profits and win new customers with this new, top- 


quality Rubber Tile, backed by the research of B. F. Goodrich — First 
in Rubber. 


Start now to capitalize on the fast-growing trend toward self-instal- 


lation, and on the new market opened up for you by this new LOW 
COST Rubber Tile. 


For descriptive literature and detailed information on how to increase 
your flooring sales, write Dept. L6, B. F. Goodrich Co., Flooring 
Division, Watertown 72, Massachusetts. 





Youcen dpon’m ip Goodrich FLOORING PRODucrs 


RUBBER TILE - ASPHALT TILE - VINYL PLASTIC TILE - RUBBER COVE BASE - ACCESSORIES 








In the Market Centers 
TACOM A—Residential and 


military construction continue | 
to play top roles in the lumber 7 
industry in this area. Both 
are in relatively high volume © 
and are calling for better grade _ 
items. Weather conditions have | 


been excellent which has been 
good for the entire industry 


since it has enabled log produce. | 


tion to speed up to a point 
that reserves once more are be. 


coming adequate following the ‘ 
depletions of Fall and Winter | 


requirements. 


Demand for public timber | 
continues. Nearly 35,000,000 | 


feet of Olympic National Forest 
timber is to be offered at auc- 
tion April 28. A sale of Pistol 
creek timber will include 31, 
300,000 feet of Douglas fir, 
silver fir, red cedar, hemlock 
and other species. A sale of 
Bigler Mountain timber will 
include 3,500,000 feet of Doug- 
las fir, hemlock and_ other 


species. Another big sale in | 


the offing involves some 614, 
000,000 board feet of Quinault 
Indian reservation timber. The 
call for bids on this is to be 
advertised soon. A deposit of 
$190,000 will be required with 
each bid. 


Labor conditions once again 
are comparatively serene fol- 
lowing settlement of a three- 
day tieup at one local plant. 
A new arrival in the local retail 
field is the Liberty Lumber 
Company, of which Kenneth 
Heiman is manager. Morris 
Kleiner, who established the 
original firm of the same name 
here some thirty years ago and 
operated it until war-caused 
shortages necessitated a tem- 
porary closure, is associated 
with the new concern. 


SEATTLE—Green fir dimer- 
sion has strengthened about 
$2.00 the past fortnight due, it 
is believed, to purchases of 
green lumber for drying by 
larger mills. Demand is such 
that one man described the 
market as “not weakening but 
it should.” No. 3 green di 
mension is stronger than No. 1 
or 2. A limited amount of 
transits are offered. 


No. 3 dry hemlock dimension 
is hard to buy especially in 
wide stock and number 2 dry 


+ 
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dimension has firmed slightly. 
Hemlock prices have been very 
steady the past three months. 


Pine commons are a little 
stronger. Production is still 
mostly among the big mills. 
Spruce is firm and not too much 
is to be had until the Spring 
breakout is over. 

Shingle prices are practically 
the same as a fortnight ago. 
Mills are still waiting for busi- 
ness. B.C. mills are also hard 
put to sell shingles. 

Cedar siding is very quiet 
with order files going down. It 
is expected they will be pretty 
well cleaned up before much 
new business comes in. Prices 
are steady. 


The outlook in export mar- 
kets is not good. An inquiry 
for 4,700,000 feet from South 
Africa consisting of common 
and construction lumber has 
been received here. 


Canada has chartered its first 
ship of the season at a rate 
lower than U. S. ships indicat- 
ing she will enter the Atlantic 
Coast market as she did two 
years ago. In 1950 Canada 
shipped 730 million feet to the 
Atlantic coast; last year only 
60 million. 


KANSAS CITY—With the 
approach of spring and better 
building weather the South- 
western lumber market gave 
evidence of reviving as demand 
perked up and prices firmed. 
It was a better tone throughout 
the entire industry and hope 
was generated by the fact that 
relaxation of building controls 
may give the industry an outlet 
for considerable production this 
year. 


Retail yards, which have been 
on the sidelines for months, 
joined in the faster tempo of 
business and began ordering 
again to replace depleted bins. 
A great deal of orders were 
placed with mills for direct 
shipment to the job. Increased 
industrial and government buy- 
Ing also was a factor. 

Prompt shipment is re- 
quested on virtually all orders 
placed with mills, and stocks 
at the primary sources are not 
too complete, especially in the 
kiln-dried classifications. 

Prices of boards advanced 
about $2 a thousand in the last 
Week. Kiln-dried 2-inch No. 2 
boards were selling at $85 to 
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Strictly for Rohit 


CHOOSE CLARK 


Solely on the basis of benefit to your business take a thoughtful 
look at the Five Factors of Profit built into Clark machines: 


1. TIME PROFIT—Materials move faster, and in synchronized flow. 
Man-hours for loading and unloading are reduced drastically. 


2. SPACE PROFIT—Idle space becomes profitable storage capacity. 


3. TURN-OVER PROFIT—Speeding up the production cycle 
improves the inventory picture, conserves working capital. 


4. MANPOWER PROFIT—Human productivity is sharply 
increased to offset shrinking manpower. Workers prefer the 
better jobs. 


§. SERVICE PROFIT—Prompt, efficient service, provided by 
Clark’s nationwide organization. Keeps equipment working. 


There’s a most profitable 
time to look into it—RIGHT 
NOW! Ail the literature 
items are designed for your 
profit, Please use the cou- 
pon to order them. 





Any way you look at it, your Clark investment gets 
you a solid, profitable “‘most for your money.” 


CLARK Fork TRUCKS 


AND POWERED HAND TRUCKS - INDUSTRIAL TOWING TRACTORS 








INDUSTRIAL TRUCK DIVISION © CLARK EQUIPMENT COMPANY © BATTLE CREEK 40, MICHIGAN 


Please send: O Movie Digest D Safety Saves 0 Basic Facts 
0 Material Handling News 


Name 





Firm Name 





Street 














City. Zone____ State | 





AUTHORIZED CLARK INDUSTRIAL TRUCK PART 








$88 at the mill and 8-inch stock 
commanded $87 to $90. Di- 
mension stock showed some 
firmness although few price 
changes took place. The 2 by 
4’s went around $80; the 2 by 
6’s at $82 and the 2 by 8’s at 
$85. 

The release of ceiling prices 
on fir and hardwoods was pleas- 
ing to the trade as the prices 
were high enough to assure a 
good profit should they ever re- 
turn to the levels posted. + All 
prices currently are under the 
authorized ceiling limit. The 
trade still is awaiting the yel- 
low pine prices and hope they 
will permit as good a margin 
as on the other species. 

The Federal Reserve bank’s 
monthly summary of lumber 
business showed that in 171 line 
yards in seven states in the 
Tenth district produced a sales 
gain in February that was 6 
per cent higher than a year ago, 
and that the cumulative gain 
for the first two months of 1952 
was 7 per cent. Stocks of lum- 
ber at the yards at the start 
of March were 13 per cent 
smaller than a year ago. 

Wholesale volume, the bank 
said, rose 19 per cent in Febru- 
ary, as compared with a year 
ago. 

The Trans-Missouri-Kansas 
Shippers’ board, in its forecast 
of required carloadings for the 
three months ended June 30, 
predicted that lumber move- 
ment would drop off 15 per 
cent from the same 1951 period. 
It anticipated that 12,421 rail- 
road boxcars would be used to 
haul the lumber, compared with 
14,614 cars a year before. 


BALTIMORE—Supplies of 
Southern pine in local lumber 
yards are regarded as plentiful 
at present. Dealers report they 
have no difficulty getting any- 
thing except Georgia long leaf. 
Some substantial supplies are 
being rounded up in the im- 
mediate area. Only recently, 
one operator reported receiving 
a good shipment of fine timber 
from the Eastern Shore of 
Maryland, heavy timber un- 
usual in this area. This short 
leaf pine, 20 x 20, some of it 
40 feet long, excellent for most 
structural uses, was delivered 
for around $135 per M. 

In general, it is said good 
stocks are on hand in most 
types of lumber, with prices 


16 


ranging somewhat under OPS 
ceilings. 

Stocks of fir are substantial, 
recent shipments from the West 
Coast being brought in for 
around $105 for dimensions and 
timber for around $125. Some 
boat shipments now arriving 
have the customary freight 
differential. 

Supplies of spruce are said 
to be adequate, dimensions and 
planking delivered here for 
around $100 and $102. 


Owners of yards now see a 
bright spring shaping up. In 
addition to heavy shipbuilding 
and ship repair and other heavy 
construction jobs going on, 
house builders are now laying 
out plans for a large year. 
Some go as far as to say that 
1952 might be a boom year after 
all, putting to rout earlier dis- 
mal forecasts. The fear of 
Washington controls has been 
allayed. With controls off in 
many fields, demand is certain 
to be heavy. 


While other Eastern cities 
are reporting slack lumber 
trade, the market here is gen- 
erally active and prices steady. 
Plywood supplies are enough 
for current order demands. 
Some operators believe if steel 
prices are permitted to go up 
nationally, the plywood market 
will follow. 

Now that the government has 
eased restrictions, not only 
will there be more housing con- 
struction, but plans for stores, 
garages and many other build- 
ings previously being delayed 
for one reason and another will 
now reach the construction 
stage. 

In the hardwoods, the main 
scarcity now is in white oak, 
and there is a searching’ for 
supplies to meet a heavy de- 
mand. Delivered price here is 
around $200 per M. 


Cypress also remains scarce 
and prices, of course, hold at 
their high level. 


Philippine mahogany is ar- 
riving here and meeting steady 
demand, with deliveries around 
$200. 


Lumber—National 


Lumber shipments of 494 
mills reporting to the National 
Lumber Trade Barometer were 
4.6 percent above production 
for the week ending March 29, 





1952. In the same week new 
orders of these mills were 83 
percent above production. Un. 
filled orders of the reporting 


mills amounted to 42 percent © 


of stocks. For the reporting 
softwood mills, unfilled orders 


were equivalent to 24 days’ pro- 


duction at the current rate, and 
gross stocks were equivalent to 
52 days’ production. 


For the year-to-date, ship. 
ments of reporting identical 


PIRSA NER i 


mills were 5.9 percent above ~ 


production; orders were 7.28 
percent above production. 
Compared to the average cor- 
responding week of 1935-1939, 
production of reporting mills 


was 76.6 percent above; ship- | 


ments were 64.6 percent above; 
orders were 71.5 percent above. 
Compared to the corresponding 
week in 1951, production of re- 
porting mills was 0.5 percent 
above; shipments were 10.3 per- 
cent below; and new orders 
were 0.9 percent below. 


Southern Pine 


The production of Southern 
Pine by the 84 mills reporting 
to the Southern Pine Associa- 
tion for the week ending March 
29, 1952, amounted to 15,590, 
000 feet or 10.04 percent below 
the three year average. Orders 
for the week ran to 15,212,000 
feet, 12.22 percent below the 
three year average and 2.42 per- 
cent below actual production. 
Shipments for the week were 
15,177,000 feet, 2.65 percent 
below production. Unfilled or- 
ders totalled 43,879,000 feet. 


Western Pine 


Production of Western Pine 
and Associated Woods by the 
113 mills reporting to the West- 
ern Pine Association for the 
week ending March 22, 1952, 
totalled 55,000,000 feet. This 
compares to 52,279,000 feet for 
the same period a year ago. 
Shipments for the week ran to 
56,801,000 feet, 1.8 percent 
above production. For the same 
week last year shipments were 
67,392,000 feet. Orders for the 
week were 53,535,000 feet as 
compared to 66,203,000 a year 
ago. Unfilled orders at_ the 
week’s end totalled 228,295,000 
feet as compared to 243,985,000 
in 1951. Gross stocks amounted 
to 775,028,000 feet. 
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COUNTRY GENTLEMAN now includes COUNTRY LIVING, the first magazine- 
within-a-magazine devoted to better living for every member of the rural family. 





"DEALERS COAST-TO-COAST SAY: 
HELPS. ME MOST TO SELL MY BEST 





RURAL CUSTOMERS.’ 


MANUFACTURERS PLACE MORE ADVERTISING IN COUNTRY 
GENTLEMAN THAN IN ANY OTHER FARM 


COUNTRY GENTLEMAN 








MAGAZINE ! 





n contac. t 
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SOLD! 


Your Best Rural Customers. Advertising 
in Country Gentleman sells the better-income, 
bigger-buying rural families in your own 
trading area. It is the best-read magazine in 
2,300,000 rural homes throughout America. 


SOLD! 


Customers Other Magazines Miss. Non- 
farm magazines fail to reach Country Gentle- 
man readers ... 2 out of 3 women do not 
read any leading women’s magazine—4 out of 
5 mendonotread anyleading weekly magazine. 


Rural America’s Best Salesman! 


PROOF THAT ADS IN COUNTRY GENTLEMAN SELL GOODS FOR YOU: 
A nationwide survey shows that men and women heads of Country Gentleman homes— 
1. READ THE ADVERTISING in Country Gentleman in 96.2% of homes 
2. GET BUYING IDEAS from the advertising in 3 out of 4 homes 














The Lumber Market at Presstime 


The following index is intended merely as a check on buying 


ractices. It is 


a compilation and average of mill prices at press time and should not be con- 
sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- 
mately ten days before receipt of the magazine—the Editors. 





Vertical Grain Flooring 
B&Btr. Cc dD 
5 eee es 155.00 150.00 105.00 
Flat Grain Flooring 
iS. Peeerr rere 130.00 125.00 93.00 
SEO éexcewtrecnawe 155.00 150.00 105.00 
Drop Siding 
Ix6 (Pat. #106).150.00 145.00 110.00 
1x6 (Pat. $#116).155.00 145.00 105.00 
Celling 
BG ereeumunes 125.00 123.00 80.00 
SG f6ewseewe 115-125 120.00 80.00 
Boards and Shiplap and 2” (Green) 
1x6 1x8 1x10 1x12 
oe Beer ee 69.00 72.00 70.00 77.00 
a Peer 64.00 63.00 62.00 70.00 
ae ee 54.00 57.00 54.00 62.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 79.00 79.00 82.00 79.00 79.00 
2x 6 78.00 78.00 79.00 83.00 83.00 
2x 8 78.00 78.00 78.00 79.00 79.00 
2x10 78.00 78.00 78.00 80.00 80.00 
2x12 78.00 78.00 78.00 80.00 80.00 
No. 2 Dimension 
2x 4 74.00 74.00 77.00 76.00 76.00 
2x 6 75.00 72.00 76.00 74.00 78.00 
2x 8 75.00 75.00 75.00 75.00 74.00 
2x10 75.00 75.00 75.00 75.00 75.00 
2x12 75.00. 75.00 75.00 75.00 75.00 
No. 3 Dimension R/L Only 
ye, BS ee ee ee ee ee 60.00 
ne eats erewwe eee et 640060600600 8.00 
PO. cevedstiews eeeniens seeds een 6.00 
eer rae re 91.00 
SED ~ Geshe nthe hee Gm ik a hdd doa Bide 49.00 
(Add 10-15 for dry lumber) 
Royals 
No. 1 24” 4/2 12.50 
No, 2 24” 4/2 8.50 
No. 3 24” 4/2 5.50 
Perfections 
No, 1 18” 5/2%4 9.25 
No. 2 fy 5/2% 5.5 
No. 3 18” 5/2 WA 3.75 
XXXXX 
No. 1 16” 5/2 8.00-8.40 
No. 2 16” 5/2 4.90-5.25 
No. 3 16” 5/2 3.50 





WESTERN RED CEDAR 


Prices for red cedar siding in mixed 


cars, new bundling, 6’ to 18’ are: 
Beveled Siding, 1% Inch 
Clear we i. 
TEE IER .cccce 75.00 70.00 50.00 
%x5 inch ...... 85.00 80.00 70.00 
%x6h inch ...... 100.00 95.00 75.00 
%x8 inch ...... 120.00 115.00 90.00 
Clear Bungalow Siding, % Inch 
S SOON siscee -155.00 150.00 130.00 
10 inch Keneuee se 175.00 170.00 140.00 
Be GG bie cees 190.00 185.00 150.00 
Finish, B and Btr. S2 or 4S, 
6’ to 16’ or rough 
OE SE a ee 220.00 
LL ee 180.00 175.00 140.00 
a re tena: 270.00 
Ceiling or flooring, B and Ber 9-10’ 
B&Btr. Cc D 
ae -++--105.00 100.00 90.00 
Dn s¢ebensecen ee 120.00 115.00 95.00 
Discount on mouldings, 6-20’ odd 
lengths. 


Series 8,000— 


—- under 4.00—list plus 35 per 


cen 
Listing 4.00 and over—list Plus 35 


per cent. 


Clear Lattice, 5-16”, 5-16’ 
1/3x3 


1/3x4 
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ccccccoe CRAECOR DROS ek Se bees 1.5 


WESTERN PINES 


Ponderosa Pine 


5/4 RW 
Selects and 
S2 or 48 4/4RW 6/4RW 8/4 RW 
C&Btr RL ...255.00 260.00 275.00 
Shop, S28 No. 1 No. 2 
re err 150.00 120.00 
Een eee 150.00 120.00 
Commons 2&Btr. No. 3 No. 4 
S2 or 48 RW 106 RW 72 RW 64 
st! arr, 128.00 89.00 69.00 
ey i : San 124.00 85.00 67.00 
Idaho White Pine 
Selects 
S2 or 48 1 


x4 1x6 1x8 5/64 
C&Btr. RL 250.00 265.00 270.00 265.00 
D RL .....205.00 225.00 230.00 235.00 








Commons, S82 or 48 No.1 No. 2 No. 3 
oe éveacckoued 147.00 135.00 100.00 
BSE abiewnwecsa 147.00 135.00 100.00 

Sugar Pine 

Selects 

S2 or 48 4/4 RW 5/4RW 6/4 RW 
B&Btr. RL ..270.00 280.00 290.00 
eer 265.00 275.00 285.00 
i: Sa 235.00 245.00 255.00 

Shop, S28 No. 1 No. 2 No. 3 
SFE wesnns wed 160.00 130.00 85.00 
Ee. ~ csvdrs aarhiahtte 160.00 130.00 85.00 
ae wasewesaie 160.00 130.00 85.00 

OAK FLOORING 

Clear Pln 74x2% #x1% %%x2 %x1% 
White .192.00 165.00 177.00 162.00 
Red .197.00 170.00 177.00 162.00 

Sel Plain 
White ..172.00 145.00 167.00 152.00 
Red ....177.00 150.00 167.00 152.00 

#1 Com Pin 
White & 

Red ..188.00 113.00 152.00 142.00 

#2 Com Pin 
White & 

Red .. 75.00 50.00 82.00 77.00 

#1 Com & 

Btr Shorts 
1%” ....105.00 80.00 97.00 97.00 
SOUTHERN PINE 
Vertical Grain Flooring 
B&Btr. Cc D 
SEO kevedcowseode 175.00 165.00 145.00 

Flat Grain Flooring 
RE alesis aca meals 160.00 150.00 110.00 
Ee b¢0neecxaawe 190.00 180.00 140.00 


Drop Siding 


1x6 (Pat. #106).190.00 180.00 


1 
180.00 150.00 


1x6 (Pat. #116).190.00 
Boards & Shiplap 
1x6 1x8 1x10 1x12 
No. 1 ...130.00 130.00 135.00 150.00 
No. 2... 80.00 85.00 85.00 90.00 
No. 3 70.00 78.00 78.00 83.00 
No, 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 91.00 92.00 94.00 104.00 104.00 
2x 6 87.00 87.00 88.00 98.00 98.00 
2x 8 90.00 90.00 92.00 98.00 100.00 
2x10 100.00 101.00 101.00 109.00 112.00 
2x12 106.00 106.00 106.00 117.00 122.00 
No, 2 Dimension 
2x 4 84.00 85.00 87.00 97.00 97.00 
2x 6 80.00 81.00 82.00 91.00 93.00 
2x 8 80.00 81.00 82.00 91.00 93.00 
2x10 84.00 85.00 85.00 91.00 93.00 
2x12 84.00 85.00 85.00 91.00 93.00 
No. 3 Dimension R/L Only 
2x 4 67.00 seer ohare 
2x 6 66.00 
2x 8 65.00 
2x10 65.00 
2x12 65.00 





REDWOOD 


Bevel Siding 


1x 4 V.G. Clear All Heart....... 90.0 8 
x & V.G. Clear All Heart....... 117.4) 
%x 8 V.G. Clear A]ll Heart....... 130.0) & 
5x 6 V. G. Clear All Heart....... 117.49 
52x 8 V.G. Clear All Heart....... 136.06 J 
54x10 V.G. Clear All Heart....... 153.0 
%x 6 V.G. Clear All Heart....... 164.09 § 
ms $ V.G. Clear All treart....... 194,04 9 
mx10 V.G. Clear All Heart....... 207.04 
4x12 V.G. Clear All Henrt....... 211.0 

Note: A grade V.G. Redwood Siding 
approx. $4.00 less for % and %& jp 
above sizes. $5.00 less for % inch jy 
above sizes. 

Anzae Siding 

1xi@ V.G. Clear AM Heart....... 240.6) 
ixl? V.G.. Clear BY Meet. 6k. 255.06 

Note: Deduct $8.00 for A Grade, 


Finish 


1 Inch Clear All Heart Flat 
Grain Redwood Finish S48 








4 SGM “WIE 6 66:s0 scan eesisanwie 145.0) 
S <P WE. 6 kc ciiaiewesewkan 185.0 
SC QUOT WHS ook csccawic ecces 165.0 
le. Ul eres 200.6 
30 FHC WO ce cccswecewwces 211.01 
Bae SUONE WE ovis erwince weiner scwate 226.00 
Note: A grade $10.00 less in above 
widths, 
WESTERN HEMLOCK 
Vertical Grain Flooring 
B&Btr. e D 
BE aceimaeinaaeane 150.00 140.00 100.00 
Flat Grain Flooring 
BEE Steeuciuesie eek 135.00 125.00 93.00 
SEG isa srieasccer 155.00 150.00 100.00 
Drop Siding 
1x6 (Pat. #£106).145.00 135.00 105.00 
1x6 (Pat. #116).145.00 140.00 105.00 
Ceiling 
y & Se 105.00 100.00 60.00 
BI Mimantecetniee 110-120 105-115 90.00 
Boards and Shiplap and 
2” (Dry) 
1x6 1x8 1x10 1x12 
No. 1 ... 80.00 82.00 82.00 82.00 
NO. 2 ws €t.00 77.00 77.00 177.00 
No. 3 62.00 64.00 64.00 64.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 81.00 81.00 84.00 84.00 84.00 
2x 6 81.00 81.00 81.00 86.00 86.00 
2x 8 83.00 81.00 81.00 81.00 86.00 
2x10 81.00 83.00 81.00 81.00 86.00 
2x12 81.00 81.00 81.00 81.00 86.00 
No. 2 Dimension 
2x 4 80.00 80.00 82.00 81.00 81.00 
2x 6 79.00 79.00 80.00 81.00 81.00 
2x 8 76.00 76.00 77.00 77.00 77.00 
2x10 76.00 76.00 76.00 76.00 76.00 
2x12 74.00 74.00 74.00 74.00 74.00 
No. 3 Dimension R/IL Only 
ee Ee car ee ee eee 62.00 
ee ee ae er ee 60.00 
Ree amen 95.00 
ee ee er 
ee 
ENGLEMANN SPRUCE 
Boards and Shiplap 
(dry) 1x6 1x8 1x10 1xl2 
No. 2&Btr..109.00 109.00 111.00 117.0! 
No, 3&Btr.. 81.00 82.00 82.00 83.00 
No. 1 Dimension 
12’ 14’ 16’ £9" 20" 
2x 4 81.00 81.00 81.00 87.00 87.0 
2x 6 78.50 78.50 78.50 78.50 aoe 
2x 8 78.50 78.50 78.50 82.50 82.50 
2x10 78.50 78.50 78.50 82.50 82.5) 
2x12 81.50 81.50 81.50 85.50 85.0! 
No. 2 Dimension 
2x 4 72.00 72.00 72.00 72.00 72.00 
2x 6 72.00 72.00 72.00 72.00 La 
2x 8 72.00 72.00 72.00 72.00 Lye 
2x10 72.00 72.00 72.00 72.00 yt 
2x12 72.00 72.00 72.00 72.00 72. 
(Boards graded No. 1, 2, 3, at. fiat 


price; no price. for straight No. 2, Mul} 
do not grade out No, 3 Dimension as !9 
fir.) 
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—an attempt to define advertising as used by the retail lumberman 


Advertising is almost completely synonymous 
with selling. All selling is persuasion. Adver- 
tising is persuasive. 

Commercial persuasion is selling goods that 
won’t come back to people who will. Selling is 
persuasion to constructive action leading to a 
purchase. So is advertising. 

A sale results in an actual purchase. Adver- 
tising, while part of the selling process, usually 
stops short of the actual sale, which is cus- 
tomarily a person-to-person transaction. 

Advertising is the use of other than person- 
to-person selling in making sales. 

Advertising is an essential part of an efficient 
selling process which begins with attracting a 
potential buyer’s attention and ends with his 
purchase. Advertising is a social force used in 
distributing the benefits of production. Adver- 
tising and sales promotion are the best ways to 
reduce distribution costs in a free economy. 
Advertising is making sales calls on thousands 
of people a day with no doors slammed in your 
face. 

Advertising is an art—like music. It is pro- 
duced in many forms, on a variety of instru- 
ments, and with varying degrees of efficiency 
on the part of the performer (advertiser). 

Advertising is also a science, a very young, but 
very real, science. It is the science of commercial 
persuasion. 


Advertising is big business. Six billions of 
dollars were invested in it last year. 

Advertising and its commercial twin, personal 
selling, are the job creators for all production, 
service and administrative jobs. 

Advertising is a time saving, labor saving, 
money saving, and production increasing con- 
tribution to a free market economy. 

Advertising is: 

A commercial apparatus for mass approach 
to the public. 

A mechanism which may be profitably sub- 
stituted for certain types of human-selling 
effort. 

A medium for attracting attention to your 


company, its products, its services and 
prices. 
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An instrument for arousing interest in what 
you can do to benefit your customer. 


A mechanism for creating urgent desire for 
the satisfactions your products and serv- 
ices will bring to the people in your mar- 
ket. 

A vehicle to secure conviction of need and 
bring your prospects to the point of sale. 


A power tool that may carry every part of 
the sales load except the close, and some- 
times even that. 

A vehicle to carry your selling messages 
consistently to the buying public. 

A creative force which generates ideas that 
lead to purchasing action. 

A method of saving salesmen’s time, energy 
and expense. 


A commercial process which utilizes every 
known form of communication of ideas. 


A device for releasing salesmen for more 
necessary personal-selling tasks and 
greater productivity. 

A mass-selling instrument through which 
you can talk to hundreds of thousands, 
or even millions—an audience that you 
could not economically reach by any other 
manner or through any other agency. 

A utility for bringing the prospect within 
easy reach of the salesmen. 

A persuasive mechanism that operates with 
accelerated power and cumulative force 
when used repeatedly. 

A magnet which attracts current customers 
out of a mob of prospects and draws them 
to your point of sale. 

A continuous chain of friendly reminders 
that you are in business to serve your 
public. 

The most economic method of offering com- 
petitive choices to consumers. 

It is salesmanship in color, in print, in pic- 
tures, in sound, in motion. 

It is sales assurance and insurance for you. 


..... Art Hood 


*The second in a series of editorials on Lumber-Dealer 
Advertising. 
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Cary’s New Stor 


TODAY and SATURDAY — 8 AM to 9 PM 


The Only Store of its Kind in Durham ! 

Everything to build o house 
everything to make 

a house o home! 


We thas oy 80 


- <= PLENTY OF PARKING! 
SSS SE Wee Caer Pacing tor 
Provided For Visitors! 





Disappearing Stairway. 





TO SOME LUCKY VISITOR « « «+ « 


*100 IN CASH 


Other Prizes include your choice of 1,000 feet of 
Celotex Board, Ceiling Tile or Planking and a Myer-Lee 


NOTHING TO BUY! YOU DON'T HAVE TO BE PRESENT TO WINt 


ae 
* 





GIFTS AND REFRESHMENTS FOR ALL! BRING THE FAMILY! 





e: ay P20 © #,. 


Leer ¥ Kc 





BIG DISPLAY AD was used to announce the Grand Open- 
ing of “the only store of its kind in Durham.” 


Grand Opening Promotion 


CARY’S IS BRILLIANTLY LIGHTED AT NIGHT. Plate | 
glass and structural glass are principal exterior materials, 
Store is air-conditioned for summer comfort. 





one. 


CROWD JAMMED THE STORE from one end to the other 
during the two-day opening. 


‘“‘Home and Family Store’’ Pulls Big Crowd 


They hoped 2,000 people 
would appear. More than 10,- 
000 people came! By noon of 
opening day, the entire supply 
of gifts and souvenirs was gone 
and a search for additional 
souvenirs was started in sur- 
rounding towns. At night a 
police detail was assigned to 
handle the crowd which at- 
tempted to get into the store. 

How did this happen? Actu- 
ally, it “didn’t just happen.” 
It was the way Henry C. Sat- 
terfield, Jr., president, and Al 
Williams, general manager, 
planned it with the help of their 
advertising agency. 

Their campaign was based 
on the natural curiosity of peo- 
ple to see something new and 
different. This curiosity was 
spurred by the fact that the 
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store was the first of its kind 
in Durham. 

Newspaper ads showing the 
nearly-completed building were 
headlined: 

“What Will the New Store 
Look Like?” 

The copy underneath the 
headline did more to whet the 
publie’s curiosity: 

“The new store will fill the 
need for the amateur and pro- 
fessional builders alike, wood- 
working craftsmen and home 
workshop, farmers and house- 
wives. In fact, Cary’s new store 
is designed to answer the build- 
ing, beautification and home 
comfort desires of all... from 
a nickel’s worth of nails to a 
complete house, from the latest 
kitchen gadgets to the newest 
in outdoor furniture .. . just 


call it ‘the home and family 
store’ if you like.” 

An all-out promotion on ra 
dio, television, and in the news- 
papers was started one week 
before the opening. More than 
100 radio spots were used dur- 
ing the week on three stations, 
starting with half a dozen spots 
early in the week, and working 
up to 24 spots on the day prio 
to the opening. Here is a saMm- 
ple spot: 

“Five more days! Yes, just 
five more days, folks, until Cary 
Lumber Co. formally opens the 
doors to its new store. There 
will be gifts, favors, refresh- 
ments and prizes for all i 
cluding $100 in cash to some 
lucky visitor. Plan now to take 
the entire family to the formal 
opening of Cary’s new store. 
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ne other EVERY PRODUCT IS DEPARTMENTALIZED in this new store. Display islands 
were built in Cary’s own millwork shop. Impulse shopping is encouraged with 
dozens of homeowner items. 


This Store Was Planned for the Homeowner 


How Cary Lumber Co. in Durham, N. C., staged its opening last 
month. Customers find one of South’s most complete department stores of building 
materials. 


sie A 
‘44 


Win / 


I CUES Pe i ee 2 
fic = THE Tora Mitten. r “ c ee Sae ‘ | 
PRIZES INCLUDED $100 CASH to the winner who guessed YOUNGSTERS AND ADULTS were entertained by electric 


pond the number of items in this box. More than 12,000 train which will be the basis for a toy department around 
Souvenirs were given away. Christmas. a A 
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HENRY C. SATTERFIELD, JR,, 


president of the Cary Lumber Co. 


MANAGER AL WILLIAMS’ OFFICE 
the exterior of a private home complete with 
interior is 


mail box and lighting fixtures. The 
finished in various plywoods. 


simulates 
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KITCHEN NOOK AT CARY’S NEW STORE is completely equipped with elec} 
trical appliances, which are connected for demonstration purposes. 3 








each specimen is shown. 
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SMALLER SHOWROOM in one end of the store shows different 
grades of finished lumber and framing. Profile and elevation base oi § — 


“Home and Family Store" Pulls Big Crowd (continued from pages 24-25) 


A tape recorded interview in 
which President Satterfield de- 
scribed the new store was also 
broadcast. On television, a pic- 
ture of the new store was 
flashed on the screen, and prizes 
announced for the two- day cele- 
bration. 

Cary’ s took almost full-page 
ads in the Durham Sun to invite 
people to come and look over 
the new store, try for the many 
free prizes. The newspaper 
promotion of the new store 
didn’t stop with the store open- 
ing. The Sunday following the 
store opening Cary’s ad was 
headlined: 

“You Can Bea Winner, Too.” 
A photograph showed Manager 
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Williams presenting the $100 
check to the chief prize winner. 
The copy went on to say, “One 
visit to Cary’s new store will 
convince you... a store that 
appeals to every family with 
a home or even dreams of hav- 
ing one.” 

A giant searchlight whose 
rays were visible for 25 miles, 
was turned on at night. It was 
necessary to assign traffic offi- 
cers to handle the crowds. 

An electric train was set up 
in the store window for the 
entertainment of children— 
and adults—and will be kept as 
a permanent feature. Coffee, 
doughnuts and ice cream were 
served to everyone. 


It was quite a promotion and 
quite an opening. But it didnt 
stop here. A steady campaign 
of newspaper, radio and bill- 
board advertising is scheduled 
throughout the year. 

Cary’s new store is designed 
to make shopping easy for the 
homeowner. Impulse merchal- 
dise is seen everywhere. Rigli 
close to the ticketing machine, 
for example, are islands and 
racks of paint accessories— 
masking tape, sandpaper, shel 
lac, paint rollers and_ simila! 


items. Neat shelves of pail 
and hardware line the rea 
wall. 


The entire store is depat 
mentalized. The lawn and 
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_ micarta panels 


ty PLASTIC SURFACE 































bring BS/e/" profits ! 
Gresrer store traffic! 


There are easier sales and more “customer pull- 
in” power in pre-bonded MICARTA-to-plywood 
panels. These nationally advertised plastic tops 
bring new convenience to builders and carpen- 
ters installing kitchen sinks and work surfaces. 
They’ll be asking for these panels which can be 
sawed to size and laid right in place—with a 
minimum of wasted material. 


Television, trade and national magazine ad- 
vertising on MICARTA® will make your customer 
traffic heavy—your MicarTA profit high, and 
your over-all business prospects better. Your in- 
ventory situation will be simple, too, because 
MICARTA comes in four standard sizes: 24” x 96”, 
30” x 60”, 30” x 96”, 48” x 96”, all %” thick. 
You need not stock the whole range of MICARTA 
color, wood grain and pattern selections be- 
cause there is a United States Plywood ware- 
house near you. J-06472 












different 
n base of § - 


The Dealer Plan is Simple! 














: It’s easy to join this high-profit MicarTA dealer plan. mats, and ample selling literature become your 
tion and With an initial starting order you automatically receive strongest sales allies. You'll be kept up-to-date, too, 
it didn't strong, up-to-the-minute selling aids. Westinghouse on the latest trends in decorative surface selling tech- 
im palgi and United States Plywood back MICARTA dealers niques. It will pay you to look into the dollar volume 
nd bill- with powerful “to-the-point” promotional helps possibilities of MicarTA. Just fill out the coupon 
heduled which move MICARTA panels fast and keep them mov- below or call your nearest United States Plywood 
stil ing: Attractive counter displays, hard-punching ad representative. 

esigne 

for the 
. Right * \ 
nachine, estingonouse ) Unitep States PLywoop CorPporRATION 
nds and e ® {| 55 West 44th Street, New York 36, N. Y. 
ssories— 1 Please send full information on your MICARTA 
er, shel- . Dealer Plan. 

similat NAME 
of paint 
he real distribeted by | UNITED STATES PLYWOOD CORPORATION 1 ADDRESS 

largest plywood organization in the world i 
depart and U $.—MENGEL PLYWOODS - INC. Crev. "eee Srase 
d AL 4-52 
vn all 1 
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PANELING MATERIALS are _  dis- 
played on swinging frames. Each 
frame is designed for two samples and 
the samples are easily removable. 


garden department at one end 
of the store features barbecue 
equipment, lawn _ furniture, 
power and manual mowers, 
coach-lamp fixtures and metal 
name signs for homes. 

At the opposite end of the 
store is a kitchen nook with 
wood kitchen cabinets complete 
with dishes which are used to 
serve refreshments from the 
coffee percolator and refrigera- 


tor which are hooked up along 
with a deep-freeze in an adjoin- 
ing room. 

Adjoining the kitchen corner 
and two steps up, is a small 
display room where molding 
and paneling materials are 
shown. Separate rest rooms 
for men and women are finished 
in different colored tile boards 
and linoleum floor colors. 

This is the first store opening 
in the 52-year old history of 
the organization. When Henry 
C. Satterfield, Jr. became pres- 
ident in 1942, he purchased a 
6,000-acre tract of virgin and 
second growth timber in Til- 
lery, N.C. He employed a full- 
time forestry expert to carry 
on scientific cutting and re- 
planting. Then Mr. Satterfield 
started to modernize his organ- 
ization in Durham. 


Previously, any visitor to 
Cary’s might deal with the first 
employe he ran into. Then a 
modern reception room was 
built where visitors were di- 
rected to the proper depart- 
ment. Weekly meetings were 
held with department heads. A 
comprehensive newspaper and 
promotion program was started 


Facts About Cary's New Store 


Dimensions: Showroom 80 feet long 
28 feet deep. 


Exterior Construction: Five-foot mar. 


quee of exterior plywood; burgundy. | 
colored structural glass and plate! 


glass windows. 


Interior Construction: %”-asphalt-tijc 
floor over concrete; insulated ceiling 
tile in green, rose, white and blends 
of browns; wood paneling in yellow 
pine finished in grey stain; are, 
over paint shelves lining rear wall 
finished in striated plywood. 

Lighting: Slimline 90-watt fluorescent 
fixtures—36 tubes; 4,500 watts of 
night show-window lighting regu. 
lated by time-clock control; 30 ad. 
justable floodlights for windows, 
Exterior neon sign spelling Cary 
name. Meter shows 50 candlepower 
anywhere in the store. 





with the theme, “The Very Best 
When You Build.” 

This program brought an in- 
creasing number of customers 
to Cary’s, but the lack of dis. 
plays created a new problem— 
customers could not get a clear 
idea of how materials would fit 
into their building plans. This 
problem was solved last month 
by the beautiful building and 
displays pictured in _ these 
pages. 





Trade Mark 


PONDEROSA PINE 


High Altitude, Soft Textured Growth 











Modern Moore Design Dry Kilns 


Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE CALIFORNIA 














For The TIMES AHEAD .... 


j AUST «Is Insurance of ENDURANCE 
we 2 SALLE 


A rugged, dependable, fast machine of more than a thousand uses 


Compound Mitering - Cross Cutting - Rabbeting - Dadoing - Ripping - Shaping 
Fluting - Ploughing and many more operations are possible using this versatile 
machine. Write for further details. 







Immediate Delivery on 2 to 7)2 HP 
A STURDY SAW MADE TO MAKE MONEY FOR YOU 


“owsion MEDIA MACHINE WORKS, INC. 


Est. 1922 632 Park Ave., Media, Pennsylvania, U.S.A. 
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and ASTM Specifications 


ee ee ee es rr 2 rr 2 rr er ee 
ecoeeoeeeeeeeeeeeeeeee ee ee eel le le 
ecoeeeevoeeeeeeeeeeeeee eee ee eel Olle le 
eee @ @ eee -“eeefe8 ee 080868 8 @ @ -e@ee8e.e 
oe ee e&© © @ eoeee ee @ e©eeee 
ee @ @©@ @ @ -_ a2 eae ®* @e @ 
ee ee - * ee @ 
eee ‘ eee 
00 0 a fine product... eee 
°° ee 
ee. ++ 9 
a 
o ®@ ee @ 
, TRINITY WHITE eee 
.?. e 0 e@ 
ee 
"* oe AS ADVERTISED IN Progressive Architecture; ° < 
e @ eee 
A Pg Architectural Record; Magazine of Building (Architectural Forum Edition) ; "oa 
Bg Magazine of Building (Housing Edition); Sweets Catalog; "ae a 
°° 
vere, American Lumberman; Building Supply News; Southern Lumber Journal; vee 
_.* Southern Building Supplies; Gulf Coast Lumberman; Engineering News a 
"a “ Record; Constructor; American Builder; os 
ees eeee 
e © Western Builder; Concrete; Rock Products; , @ @ @ 
eee e©eee 
eee. _—~Pit & Quarry; Plastering Industries; "o's ae 
a" Plasterer & Cement Mason; . oenee¢ 
e 6 e©eee 
eos Manufacturers Record, and others. *¢ @ € @ 
ee oeoeee @ 
eee e©eeee 
ee ° 
eee eee ee « 
eee eee 
@ees -e@eee e 
eeer _— eee @ 
ecoe eo eoeoee ee © © © © O * 
oceoeo eee eee & © © @ 
o7.eeee ee e& @© &© © @ &@ @ ny 2 
eee eee e800 6 © @ @ @ @ 
: 
* 
* 
6 ge 
% Re 
s #06. PRT OFF 8 
WHITE |: 
o ae 
meets all Federal PORTLAND CEMEN 
s 4 WON- STAINING ae 
* 
8 
% 


Trinity White 


is a true Portland Cement 
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’ Chicago + Dallas + Chattanooga + Tampa + los Angeles 
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EVERY GOOD SALESMAN organizes his time to insure its use 


in the most profitable manner. 


SALESMEN - - Are They Better 
Or Worse Than Ten Years Ago? 


By CHARLES L. LAPP, Ph.D. 


Associate Professor of Marketing, Washing- 
ton University, St. Louis, Mo. 


Some 75 homeowners, con- 
tractors and some 30 building- 
material dealers were _ inter- 
viewed recently to determine 
what might be done to increase 
the selling effectiveness of 
building-material salesmen. 

Over 60% of those inter- 
viewed indicated that the build- 
ing-material salesmen of today 
were not as good as those of 
10 years ago. The viewpoint of 
this group was that too many 
of the building-material sales- 
men who began selling during 
and immediately after World 
War II had no appreciation of 
good salesmanship and would 
never be able to adjust when the 
demand for efficient salesman- 
ship became essential in a buy- 
er’s market. 


Lack Preduct Information 


There was a feeling that a 
large number of salesmen failed 
to know enough about how their 
product should be used. Some 
customers even stated that 
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some salesmen with fine cata- 
logs didn’t even know where 
to find the information to do 
a good selling job. Customers 
felt salesmen should have bet- 
ter ideas on remodeling prob- 
lems, more knowledge in the 
fields of architecture, color, and 
design, and they should keep 
up with local-area_ building 
codes. A few homeowners even 
felt the building-material sales- 
men should be able to advise 
them on such points as land- 
scaping, terracing, or the pur- 
chase of a lot. To keep abreast 
in this area every salesman 
should become a regular reader 
of a building magazine. 


Not Sincere and Reliable 
There was a feeling among 
homeowners that building-ma- 
terial salesmen too frequently 
overstate the claims for their 
products, make promises of de- 
livery which are not kept, and 
fail to keep appointments for 
an interview. Probably the big- 
gest complaint along this line 
was with those companies who 
contract the work job as well 
as sell the materials. It was 





CHECKING with the customer, after 
materials have been installed a while, 
instills customer confidence and is the 
basis for additional sales. 





TO KEEP ABREAST of the latest 
product information, every salesman 
should be a regular reader of a good 
trade magazine. 


felt completion dates were not 
met as promised in too many 
cases. 

One dealer in Washington, 
D.C., stated, “The No. 1 require- 
ment in the sale of building 
materials both for the individ- 
ual company and the collective 
industry should be to maintain 
a high quality of workman- 
ship.” More should not be 
promised by salesmen than can 
be produced in the completed 
job. 

In a recent survey which | 
conducted in cooperation with 
the National Sales Executives, 
Inc., and The Ohio State Bu 
reau of Business Research, sales 
managers were asked to state 
what were the chief shortcom- 
ings of their salesmen. The first 
three most frequently reported 
had to do with their salesmen 
utilization of time: 

1—Failure to utilize time 
worked properly. 

2—Failure to plan sales 
effort. 

3—Failure to put in enough 
working time. 

From the contractors and 
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SAIL How to do it‘advertising 


pays off for us right here ! 


says T. M. Gittings, of the 
Bunting Hardware Company, Kansas City, Missouri 


“The ‘How To Do It’ advertising for SKIL Home 
Shop Tools brings customer inquiries direct to our 
tool counter,” Mr. Gittings says. ‘“This great cam- 
paign showing home projects and offering free 
plans builds our store traffic, too. We've increased 
our tool and accessory sales as a result,” he adds. 

Dick McBrattney, sales manager of the Bunting 
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Hardware Company speaks with enthusiasm about 
the SKIL line, “‘It is the SKIL name that sells SKIL 
Home Shop Tools. SKIL’s reputation for quality, 
top performance and completeness of line can’t be 
beat! Add the ‘How To Do It’ advertising to 
SKIL’s reputation and you've got a winner in SKIL 
Home Shop Tools!"’ Contact your SKIL Wholesaler. 














homeowners viewpoint this need 
for better time utilization was 
even more evident. It was felt 
salesmen often spent more than 
the necessary amount of time 
to obtain an order. Contractors 
complained that building ma- 
terial salesmen too often in- 
vaded their privacy by telephon- 
ing them or attempting to make 
a personal sales presentation 
after work hours. 

The common criticisms con- 
cerning selling techniques were 
as follows: 

1—Too much high pressure 
selling. 

2—Talking too rapidly, too 
long, or too loud. 

3—Talking about irrelevant 
subjects. 

4—Frowning or showing 
other signs of disgust if a com- 
petitive product or an objection 
is mentioned. 

The dealers felt that many 
building-material salesmen 
were failing to sell up to their 
capacity because of a _ pessi- 
mistic attitude. Some salesmen, 
even though they may have sold 
for as long as 20 years, fail to 
reach high level salesmanship 
because they are afraid to call 
on certain types of customers. 

Still other salesmen freeze 


their performance at a certain 
level. Such a self-satisfied atti- 
tude can be extremely danger- 
ous in our present economy 
where inflation seems to con- 
tinue to be rampant. The build- 
ing-material salesman of today 
must be selling almost twice as 
much in dollars today even to 
keep pace with his sales per- 
formance in 1932. 


Little Things Count 


Lack of customer considera- 
tion seemed to be the biggest 
limiting factor to the star-level 
sales performance. A number 
of dealers have found it effec- 
tive to do the little things for 
customers which are frequently 
ignored by competitors — such 
things as using brass screws in- 
stead of nails or steel screws 
where rust streaks would dam- 
age the appearance of construc- 
tion. 

Most homeowners said they 
appreciated the building-mate- 
rial salesman who did not rush 
them into making a decision. 
Both contractors and homeown- 
ers would like salesmen to warn 
them of impending shortages 
or price increases. 

A building-material dealer in 
Danville, I1l., has found his cus- 








tomers have appreciated hj 
follow-up service. He has ; 
crew which annually inspect 
materials previously installed 
and makes needed repairs. Thi; 
Danville dealer has found th 
cost is relatively little, yet hi: 
crew picks up a number of gooi 

prospects for future sales. 
To put it in capsule form, th 
building-material sales ma)” 
should: q 
1—Continually increase hi; 
product information, par.” 
ticularly the manner jy 
which his product should hk) 
used with allied products, 
2—Check his sales presentation 
to make sure no misleading | 
statements are made. 
3—Organize his time to insur! 
its use in the most profitable: | 


manner. 
4—Sharpen his selling tech. 
niques by _individualizing 


each sales presentation t 
fit the likes or avoid the dis. 
likes of customers. 

5—Be optimistic by removing 
fears and phobias. 

6—Do those things which will | 
make every customer a re- 
peat customer and a booster 
of your.materials. 











Best of SERVICE 














in West Coast 
Woods 








Rogue Lumber Sales Co. 


- BOX 707, MEDFORD, OREGON 
Phone: Central Point, Oregon 109! 
Exclusive Sales Agents for 
Southern Oregon Planing Mill Co., Inc. 
Jackson Creek Lumber Company, inc. 
Reputable Sales Representatives Throughout the Nation 
H. G. Dowson A. W. Lingaas 
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It is the kind of flooring that 
will build repeat business for 
you with carpenters and con- 
tractors. Well manufactured, 
precisely graded in accord- 
ance with NOFMA grading 
rules, carefully bundled. 





Prompt shipment of most 
sizes and grades. 


Send us your laquiries. 


THE OZARK OAK FLOORING CO. 


BISMARCK, 
MISSOURI 
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MADE OF CLEAR, PONDEROSA PINE 
SAVES TIME — KEEPS STOCKS CLEAN! 


Trim-Kit is the latest development in window 
and door trim. It is architecturally designed 
to make it adaptable to all types of archi- 
tecture. It's accurately and smoothly ma- 
chined. It's packaged for easy handling 
and inventory. Keeps it always bright 
and clean. 


Investigate today. Discover how 
Trim-Kit can help your profit pic- 


ture as well as your customers! 








in 


Propucts COMPANY 


@ REDUCES 
COST 


@ ELIMINATES 
WASTE 


Contact your 
jobber. Trim- 
Kit is sold 


through recog- 
Firpine's Products In- 


3 “ 3 nized jobbers 
only. 
\f 
clude: inside door jambs, 






\ SS 
\- nail 
standard lineal mouldings, Neel 
cut-stock, furniture dimension, me 
sale service in practically everything 
Western Softwoods. 


and other special items plus whole- 
OUR MOTTO: “If it's made of wood, We sell it.” 





P. O. BOX 188 — OSWEGO, OREGON 




















Genuine 


NORTHERN WHITE PINE 


(Pinus Strobus) 
Entering Our Thirtieth Manufacturing Year 
Continuous Supply Still Available 


IMMEDIATE SHIPMENT 
Straight or Mixed Cars 


@ Common Boards 
@ Barn and Drop Siding 
@ Sheathing 
@ Factory & Flask Lumber 
@ Knotty Pine Paneling 


KILN DRYING FACILITIES 


RAINY LAKE LUMBER CO. LTD. 


Sales Office: 


1026 Chicago Title & Trust Bldg. 
CHICAGO 2, ILL. 
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Selling the Products of J. A. Mathieu, Ltd., Rainy Lake, Ont. 


———— 


(ALL-WOOD THROUGHOUT) | 


FLUSH 


If you are a building material dealer, it will be 

_ definitely to your advantage to investigate the 
sales possibilities of the THOMASON Flush Door 
in your territory. , 


WRITE TODAY FOR NAME OF 
YOUR NEAREST DISTRIBUTOR — 


.. Sold Only Through Distributors 


irTry Veta, 


| PLYWOOD CORPORATION | 


FAYETTEVILLE e« 





NORTH CAROLINA 
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Nam« JOHN R. WATSON Phone Ré 


r RFD 162| SPRUCE ae | 
Type of Home Ranch i+1 1/2 Story 
Age or Home (2 year 
I contemplate construction of items checked below: 
New Home Storm Sash & Screens Re-sid 
Expa 1 At Extension to Home Home 
Garag Re-roofing 
I desire to attend the Instruct-O-Matic Remodeling Cl 
February and March, 1952, Thursday evenings 
“i. me-owner Prospective Home-Owner 





ATTENDANCE CARD was filled out 
by every person who came. 





Open Fridays Till 9 P.M. 





HERE'S BIG NEWS FOR HOME OWNERS! 


The HUNTINGTON MATERIALS CORPORATION, the 
“Lumber Yard of a Thousand Items,” is planning some- 
thing extra-special for YOU! 


WHAT? The Joseph H. Tiedemann “Instruct-O- 


Matic” Home Remodeling Clinic, 


WHERE ? In our “Construct-O-Matic” Show Room. 
WHEN? During the months of February and 


March, 1952, Thursday Evening, 8 P.M. to 10 P.M, 
* FREE INSTRUCTIONS - 


Be sure to write... call... or come in person for full details! 


OPEN DAILY FROM 7:30AM. TOSPM. © PRIDAY 7:30AM. 109 PM, 
SATURDAY 7:30 AM. TOT PL © PLENTY OF PARKING SPACE 


HUNTINGTON 4-4567 


“The lumber yerd of @ thousand items® 








200 BROADWAY, HUNTINGTON STATION 











ADVERTISING CAMPAIGN 
based on Home Remodeling 
Clinic helped build attendance 
for the sessions. 
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CROWDS LIKE THIS ONE thronged the ‘“Construct-o-Matic” showroom for the 


weekly clinics from 8 to 10 p.m. on Thursday nights. 


Clinic For Homeowners 


Long Island dealer encourages “do-it-your- 
self” business with special night meetings aimed to help 
the homeowner help himself. 


More homeowners than ever 
before are doing their own 
work. The dealers who capi- 
talize on this situation are hav- 
ing more-than-average success 
in holding up their dollar vol- 
ume this year. 

One firm which has an active 
program to encourage the do- 
it-yourself market is the Hunt- 
ington Materials Corp., Hunt- 
ington, N. Y. Joseph H. Tiede- 
mann, a member of the staff, 
conceived the idea of a Home 
Remodeling Clinic, open to any- 
one interested in improving his 
property through an added 
room, finishing off an attic or 
basement, adding. a garage or 
general remodeling. 

The Clinic was held every 
Thursday night from 8 to 10 
p. m. during the months of 
February and March. Attend- 
ance at the meetings ranged 
from 27 on the worst weather 
night to more than 60 people— 
men and women—for the tile- 
laying demonstration held on 
two nights. 

Subjects covered at these 
meetings included tool demon- 
strations, how-to-build a gar- 
age, how to apply interior 
insulation board and _ similar 


subjects. Manufacturers repre- 
sentatives spoke at several of 
the sessions and their films 
were also shown. 

“The idea behind all the 
meetings,” explained Mr. Tiede- 
mann, a long-time employe of 
Johns-Manville, was to show 
the homeowner how these jobs 
can be done and how easily they 
can be done. 

“Garages and How to Build 
Them” was the subject of the 
night the American Lumber- 
man representative attended. 
Mr. Tiedemann himself con- 
ducted the discussion. He de- 
scribed how to mix concrete for 
foundations and footings; how 
to figure the amount of cement 
needed for the job; how to 
brace the structure. 

At the conclusion of his talk, 
Mr. Tiedemann named _alter- 
nate materials for the job and 
what these materials mean 1! 
terms of costs and structural 
strength. He answered audi 
ence questions as he went along. 

Throughout the series, Mr. 
Tiedemann emphasized the 1m- 
portance of sound construction 
and “the high cost of cheap 
construction.” 

All the meetings were held 10 


: + & 
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SAMPLE CONSTRUCTION ITEMS 
were shown by Instructor Tiedemann 
during his lecture on garage construc- 
tion. 





of materials will look when applied. 


the special room built for the 
display of materials which Mr. 


Tiedemann calls the “Con- 
struct-O-Matic Show Room.” 
Among the materials shown 


here are fir siding, stained wood 
Shingles, gutter and eaves 
trough, beveled and red cedar 
Siding, kitchen ventilators, 
double novelty white pine sid- 
Ing, plywood samples and vari- 
ous types of ceiling tile. 

Leads for jobs were secured 
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JOSEPH H. TIEDEMANN, who directed the series of Home Owner Clinics, uses 


the blackboard in his lecture on garage construction. 





“CONSTRUCT-O-MATIC” SHOWROOM where clinic was held shows how dozens 


from the _ registration cards 
which everyone in the audience 
filled out. An intensive adver- 
tising campaign in two news- 
papers helped create interest 
before and during the series of 
Clinics. 


FLOOD-LIGHTED BILLBOARD, right, 
attracts motorists to “The Lumber 


Yard of a Thousand Items.” 





10 BROADWAY “YL¢ 
VTINGYON STA.LI 
t 44567 


x Materials 


* 


N vy known Products 
Wall lle Ook Flooring. Knotty Pine 
* Model Expansion Attic 


th yiur 


A BACT LATA 


TIME PAYMENTS ARRANGED 
OPEN FRIDAY EVENINGS TILL 9 
Sv6E BARKING « SHOP iM COMFORT 


RAILROAD STATION was picked as 
good location for sign which calls 
attention to time-payment plan and 
convenient shopping hours. 


CREE PARKINGrncisoesiy ¥ 


INGTON 


1ALS corp 


She Lumber Yard, of a Thousand Ite mss 
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Display Panels Bring Yard Inside the Store 
“Our Yard On Display” is the 


title of the double-faced exhibit 
boards recently installed by the 
Argo Lumber Co., Hicksville, L. I., 
N. Y. Tom Jeryman, store man- 
ager, left, is smiling over the way 






Prices in an Open Book 


“The greatest aid we ever put 
into our 63-year-old store’—that’s 
what John W. Wyker of Decatur, 
Ala., says about his classified price 
book. He compiled it for his hard- 
ware and building supply business. 
It lists every item in stock, even 
though the item may be plainly 
marked on shelf or counter. Wyker 
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George Kratzel, right, has arranged 
these panels. They show 26 dif- 
ferent types of materials ranging 
from cabinet hardware to plywood. 
Displays are visible outside the 
store as well as inside. 


and his staff make constant use of 
it, or its carbon copy, no matter 
what department they may be in. 

Made up of 30 double, acetate- 
covered typewritten sheets in loose- 
leaf ring binders, the book is easily 
kept up to date, since prices are 
penciled in. Articles bought by 
contractors or other large purchas- 
ers entitled to discounts are coded 
in a separate column. Other items 
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are listed in combination. Thuy 
when a customer asks about a com. 
plete set of bathroom fixtures, 4 
salesman doesn’t have to drop ey. 
erything for a lot of prolonge 
figuring. 

The book also comes in handy ig 
the filling out of sales tickets, 
especially when orders are phoned 
in, and for job delivery orders, 
where the contractor would rather 
the customer didn’t see the price, 


The firm also has a system of filling § 


in sales tickets each morning on the 
previous day’s sales. The tickets 


are ready for the bookkeeping de § 
the time the stor ff 


partment by 
opens. 


“The price book has turned out} 
work If 
ever did for the business,” says f 


to be the best month’s 


Wyker. 


Research for Tomorrow 


Government controls will restrain | 
1952 home building operations but | 
will not hinder the industry’s vast) — 


research program now underway, the 


National Association of Home Build | 


ers reports. 


Builders to Tour Europe 


Over 50 U. S. builders, represent- 
ing the National Association of Home 
Builders, plan to inspect European 
housing conditions this summer and 
search for new 
housing. 


ideas on_ low-cost 


Selling at the "Coke" 
Machine 


Wherever people stop to relax— 
that’s a good place to have some 
reminder-advertising, says W. 
Mathis, sales manager of Souther! 
Sash & Sales Supply Co., Sheffield 
Ala. Customers for a “coke” cat! 
help but read this sign. 
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Easy Application of Insulation 
Booms ‘‘Do-It-Yourself’’ Market 


Dr. George Ziegler, director 
of research for the Zonolite 
Company, Chicago, producer of 
vermiculite, has just announced 
that a survey completed by the 
firm shows 51 percent of house 
Insulation jobs are now being 
done by homeowners’ them- 
selves. Ten years ago, only one 
out of 10 homeowners did this 
work themselves. 

Technological advances and 
the use of modern materials 
have made this practical, he 
Said. 

It is now possible for a hus- 
band and wife to insulate an 
average home in one afternoon, 
using fill insulation, Ziegler 
estimated. A layer three or 
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four inches deep, put between 
the joists on an unfinished attic 
floor, will insulate a house, he 
said. 

In a typical home, a husband 
and wife team can do this job 
in about three hours. A floor 
space measuring 24 by 32 feet 
requires approximately 50 bags 
of vermiculite fill insulation for 
a three-inch layer, the average 
desired thickness in most areas. 

It would cost this couple as 
little as $67.60 to insulate the 
attic, according to Ziegler. This 
is a saving of $50 to $100, from 
professional charges for insu- 
lating an attic. Additional sav- 
—_ result from lower fuel 

ills. 





A dependable 
source for 


SUPERIOR 
QUALITY 


BIRCH 


x kk * 
CARLOAD SHIPMENTS OF 


_ BIRCH 
PLYWOOD 


STOCK PANELS 
Grades A-A, A-1, A-2, A-3, 1-1, 
1-2, 1-3, 2-2, 2-3, 3-3. All thick- 
nesses: 4%" to 34”. Complete stock 
sizes. —- 


BIRCH DOOR PANELS 


Grades available: A-3, 1-3, 2-3, 
3-3, in 4%" and 3%”. Ail panels are 
3-ply. 

All Birch plywood meets Bureau of 
Standards specifications. 


BIRCH VENEER 


Rotary and Sliced Cut Face Ve- 
neer. Standard Thicknesses, 
Lengths 30” to 100". Backs, Cross 
Banding and No. 1 Sheet Stock. 


L.C.L. or CAR 
SHIPMENTS 


now available from our new 


DETROIT WAREHOUSE 
including 
DOOR PANELS 
birch and gum % and %. 


STOCK PANELS 


birch and gum, all sizes 
SHEATHING 
fir and gum, all sizes 
Specify your Requirements 




















x * * 


W.R.BRAUND 
Company 


Room 214 Wabeek Building 
276 West Maple Avenue ‘ 
Birmingham, Michigan 


Telephone— Midwest 4-3450-51-52-53 

Birmingham TWX 500 

Detroit Warehouse— 
Tel. TY 4-4095 




























39 





“SET POLES FOR POLE-TYPE farm buildings 4 feet 
deep” was the point of this demonstration conducted by 
Prof. Gordon Nelson. Pole at right and second from right 
were set to this depth and snapped off under pull of tractor. 
Pole will have full strength when winds blow. Other poles, 
set shallow, pulled out of the ground. 


The Farmer Needs 
To Be SHOWN 


Short course in farm building 
techniques brings Oklahoma dealers up 
to date on how to sell the farmer. 


Your chief competitor in the farm market 
isn’t your fellow dealer in building materials. 
It’s the man down the street who sells auto- 
mobiles, or television sets, or washing machines, 
or any one of scores of other products! 

Meet that competition with increased service, 
and you'll win your share of business in the farm 
market. You’ll lay the groundwork for future 
sales and you'll help make agriculture in your 
community more prosperous. 

Those ideas were advanced and discussed in 
detail at the recent three-day (March 13-15) 
short course in farm and ranch building service 
at Oklahoma A. & M. College, Stillwater. Spon- 
sored for the second year by the college and the 
Oklahoma Lumbermen’s Association, the short 
course drew 28 dealers and employes. 

James McTaggart, Barney Stewart Lumber 
Company, Oklahoma City, pointed up many 
of the discussions in his talk on service to rural 
builders. Assistance to the farmer in planning 
his building or repair job is essential, McTag- 


40 


DEMONSTRATION ON STRENGTHENING truss rafters 
with proper connectors was given by Prof. George Ma 
honey of A. & M. Rafter in the foreground was badly 
distorted by several thousand pounds pressure applied 
with a jackscrew, while rafter in background, braced at 
the corners with plywood gussets, showed no distorti0l. 


gart said. Colleges, the U. S. Department of 
Agriculture, and the building industry have é 
wealth of good construction plans for evel! 
type of building or equipment. They are pr& 
ducing new ideas in construction that make farm 
buildings and homes better places in which 
live and work. Acquaintance with these plans 
ideas, and new items will help the dealer d0@ 


April 21, 1952, AMERICAN LUMBERMAN © 
































































Hbetter job of planning with the buyer. 
' Service in actual building should include not 
§ only a stock of suitable materials, but the recom- 
mendation of a reliable contractor, if the job is 
not being handled by the dealer. If a contractor 
fails to do his job well, the buyer inevitably 
places some of the blame on the dealer who sells 
him his material. “Every building you’re con- 
cerned with should be one you would not be 
ashamed to take a prospective customer out to 
see,” McTaggart pointed out. 

Some advice on financing may be in order, too. 
The dealer can acquaint the buyer with available 
loan sources. Follow-up on the job is important. 
Secretary Bill Morgan of OLA stressed this, 
too, when he said “When you sell one, you sell 
ive.” A man who knows of your concern to 
satisfy him becomes a walking advertisement for 
your service, and chances of repeat sales to him 
or his neighbors are good. 

Typical of the newer ideas in construction dis- 
cussed at the meeting were improved design for 
tafters and proper setting of poles for the popu- 
lar pole-type farm building. Earl Bell, Okla- 
homa extension rural architect, demonstrated 
that glued, nailed laminated rafters for round- 
roofed buildings are much stronger than rafters 
ss rafters | Which are nailed only. 
eorge Ms Prof. George Mahoney of the A. &.M. agri- 
a cultural engineering department conducted a 
braced at  OTeaking test with truss rafters to show that 
distortio. | 'Mproved types of timber connectors will add 
great strength to a roof. In another demonstra- 
ment 0! } tion, Prof. Gordon Nelson pointed out that poles 

have # } for building framework should be set to adequate 
r evel | depth to develop the full strength against winds. 
are prof A depth of 414 feet is preferable to 2 feet. 
ke farm 0. K. Stookebury, of the Hanna Lumber Com- 
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— ble: named a unit-cost card system as invalu- 
C - : able In making estimates. Twenty-six items, such 
er 4s footings, foundations, concrete flat work, brick 
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W. M. MORGAN (above), secretary 
of Oklahoma Lumbermen’s Associa- 
tion, sixth from. right, meets with 
Dean Raymond Thomas, center, Okla- 
homa A. & M. School of Commerce, 
and Orlie Coulter, Ardmore lumber 
dealer, fifth from left. Students regu- 
larly enrolled in four-year course in 
Building Materials Merchandising are 
also shown. 


Here Prof. Gordon Nelson discusses 
the “Oklahoma Farm-Fitted” Grade-A 
dairy barn, shown in one of the pop- 
ular farm plans developed by the 
Oklahoma A. & M. agricultural engi- 
neering department. 


veneer walls, floor construction, roof construc- 
tion, linen closets, and stairways, are listed. 
Unit costs for each item are kept up-to-date. 
While this calls for considerable work, the sys- 
tem gives the prospective buyer a reasonably 
accurate estimate on cost of his job. To insure 
that an estimate is not peddled, Stookesbury sub- 
mits the estimate only as a lump sum. He uses 
a form that lists the items included in the esti- 
mate, without specific figures for each item. 

Farm building plans were discussed in detail 
by C. V. Phagan, Oklahoma extension agricul- 
tural engineer, Bell, Mahoney, and Nelson. 

Speakers from the industry, discussing farm 
building materials, were Werner Durnberger, 
Austin, Tex., Southern Pine Association; Maur- 
ice Burgener, Chicago, Portland Cement Asso- 
ciation; J. M. Hoare, Kansas City, Asphalt Roof- 
ing Industry Bureau; C. H. Jefferson, Louisville, 
Ky., Reynolds Farm Institute; and Dick Ander- 
son, Dallas, Douglas Fir Plywood Association. 

“Applied Sales and Promotion in Retail Lum- 
ber Business” was discussed by Tom Hope of the 
Long-Bell Lumber Company, Enid, Okla. He 
urged correct buying, product knowledge, a 
thorough selling job, and stock control as 
essential. 

Rural banks are literally overflowing with 
money, said Dewey Neal, advertising director for 
Farmer-Stockman magazine, Oklahoma City. 
In December, 1951, 185 Oklahoma rural banks 
averaged $1,385,000 in deposits—a_ situation 
typical of many states. “It’s mostly unencum- 
bered money,” he pointed out. “Farmers are 
not up to their necks in installment buying.” 

In a special quiz on farm building, Roland 
Hobbs of Bob Fraley Lumber Company, Mari- 
etta, Okla., was the winner. Calvin Ferguson, 
Chaffin Lumber Company, Seiling, Okla., and 
Kenneth Boyd, Ingham Lumber Company, Still- 
water, Okla., tied for second and third. 
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Just put it on your counter. 
This quality product, attrac- 
tively packaged, plus FREE 
GLAZING POINTS with 
every canis a sure money 
maker for you. 


Quick turnover is a cinch 
with CINCH. 


Manufacturer: Complete line of Putty, 
and Glazing and Caulking Compounds. 


me BIDDLE co. 


612 S. MAIN ST. ST. LOUIS 2, MO. 
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Your Customers’ Remodeling 
Problems Worth Cold Cash 


West coast plywood makers 
are offering $20,000 in cash plus 
solutions for your customers’ 
remodeling problems, in the 
current “Room - for - Improve- 
ment” remodeling contest spon- 
sored by the Douglas Fir Ply- 
wood Association, Tacoma, 
Wash. 

And according to the associa- 
tion, there’s never been a con- 
test like it. 

Whether your prospects own 
a city or suburban home or live 
on a farm, their problems may 
be worth $3,000 in cash. In 
addition, they will be given 
complete plans by a leading 
architect in your area to solve 
their building wants. Further, 
they get a $1,000 bonus if they 
complete the remodeling within 
a year. 

All they have to do to qualify 
for one of the 46 separate cash 
prizes is describe their wants 
in two short statements in their 
own words. Then, they are re- 
quired to draw a simple floor 
plan of their existing home in- 
dicating the changes they’d 
like to make. 

No matter what kind of 
house they have, or what the 
remodeling problem may be, 
there is a classification in which 
they can win a prize. 

First and second prizes are 
offered for -both farm and 
urban home owners who need 
to increase the existing floor 
space in their homes by adding 
a room or wing. Similar first 
and second prizes are offered 
for families who want to turn 
an unused attic, basement or 


. 









Got Help in Remedating Your Home... Win 1G MONET, Tool 


Enter This Easy "Reem-fer-improvement” Contest 


¢ 10,00 








IN CASH Prizes! 


CHECK THESE 46 BIG PRIZES! 


" 5 $750 
s cal bate “ 








COLORFUL POSTERS are included 
in the “Room for Improvement” dealer 
kit. Attached to each poster is a C0l- 
venient pad of coupons which Cus 
tomers can tear off to get their copy 
of the entry blank and contest rules. 


garage into a livable part of 
the home. 

Ten awards of $100 each are 
offered for the best statements 
on remodeling. individual 
rooms. Your customers als0 
have a chance to win one of the 
28 merit awards of $25 each. 

Full details of this contest 
may be obtained by writing the 
Douglas Fir Plywood Associa 
tion, Tacoma 2, Wash. The col 
test closes June 30. 


& 
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| Young Man of Menominee 
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SANDER B. SANDERSON, left, hasn’t slowed up much, 
even though he’s past 90. Here in his home town of 
Menominee, Mich. (Shown on map above) he makes a €all 
on one of his regular customers, Calvin A. Griggs of the 
American Rule and Block Co. 


Survivor of the Chicago fire, veteran Michi- 
gan wholesaler saw peak years of peninsular lumber- 
ing. He still calls on customers and waxes nostalgic 
over Menominee cedar. 


Danish born, Chicago bred, with a gang of kids through the 
peddler of papers, delivery south side, picking up sash 
clerk, yardman, sorter, book- weights to sell to junk dealers. 
keeper, manager—buyer and As a delivery clerk he earned 
seller of lumber—that’s the ca- $3 a week. “You had to be on 
reer of Sander B. Sanderson of your toes in those days,” he 
Menominee, Mich. In the days says. 


when closed cars first gave peo- Getting a start. When the 
ple claustrophobia (“it felt like | Menominee River Lumber Co. 
riding in a damned china cabi- of western Chicago offered him 


net”), and when it was danger- _a job in the yard, he took it, but 
ous to drive single cylinder the company soon sold its Chi- 
Cadillacs over 17 milesan hour, cago holdings and withdrew to 
Sandy” was dean of Menomi- its three mills on the Michigan 
nee drivers and charter mem- side of Green Bay. This was in 
ber of the Riverside Country 1887, when the mills were cut- 
Club. He was always on the ting 150 million feet of lumber 
go then—and he still is. a year. For the next 10 years 
— shaver. While his fa- he managed a subsidiary firm 
wt worked at the gas works, for Francis Beidler & Co. “We 
Sandy” lived in a tenement on bought logs—pine and hard- 
— north side in the wood—from jobbers and ran a 
b 8. When the Great Fire cedar yard, but it got too hard 
ee: out, he watched it com- to get timber.” After that he 
ortably from atop a woodshed opened up an office of his own 








and afterwards went roving (continued on page 62) 
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Every family is a prospect for Stanley 
Closet Bars, tenants as well as home 
owners .. . and these “solid sellers” meet 
every buyer’s requirements. Sturdily con- 
structed of two telescoping tubes, they 
are made in 4 sizes: 18” to 30”, 30” to 48”, 
48” to 72”, 72” to 96". Largest size extends 
to 120” with center support. See your 
wholesaler. Display prominently for best 
results. The Stanley Works, New Britain, 
Connecticut. 





The most famous doors in the world 
swing on Stanley hinges 


The Stanley Works, New Britain, Connecticut 


L STANLEY | 


Reg. U.S. Pat. Off. 
HARDWARE ® TOOLS @ ELECTRIC TOOLS 
STEEL STRAPPING ® STEEL 
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AMONG THE DEALERS 








Another Certain teed f 


ESTO 


LOUISIANA BUILDING MATERIAL DEALERS ASSOCIATION—newly elected 


officers. Seated left to right: 


Ist Vice-Pres.—George Becker, Madison Lumber Co., New Orleans La.; Presi- 
dent—J. Morton Myatt, Louisiana Lumber and Supply Co., Baton Rouge, La.; 
2nd Vice-Pres.—Harry V. Balcom, Bolinger Lumber & Supply Co., Bossier City, 


La. 


Standing—left to right: R. Needham Ball, executive vice-president, Baton Rouge, 
La.; George E. Knoop, Otto Knoop Lumber Co., New Orleans,—treasurer. 


Baton Rouger Leads Louisianans 


At the 32nd annual convention of 
the Louisiana Building Material 
Dealers Association in New Or- 
leans, March 19-20, members elect- 
ed the following new officers: Presi- 
dent, J. Morton Myatt, Louisiana 
Lumber and Supply Co., Baton 
Rouge; First Vice-President, 
George Becker, Madison Lumber 
Co., New Orleans; Second Vice- 
President, Harry V. Balcom, Bo- 
linger Lumber & Supply Co., Bos- 
sier City; Executive Vice-Presi- 
dent, R. Needham Ball, Baton 
Rouge; treasurer, George E. Knoop, 
Otto Knoop Lumber Co., New Or- 
leans. 

Speakers who highlighted the 
convention program were Leonard 
E. Read, president of Foundation 
for Economic Education, Inc., New 
York; James C. Downs, Jr., presi- 
dent of Real Estate Research Corp., 
Chicago. Art Hood, American 
Lumberman editor, was moder- 
ator for an eight-man panel on 
technical problems of the building 
material industry. 

Ed. Libby, secretary of the 
NRLDA, pointed out that the au- 
thority who recently cried short- 
ages is “now embarrassed to find 
there is enough copper in inventory 
to build a million homes.” Martin 
V. Coffey poured cold water on the 
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danger of residential overbuilding. 
“Quit paying attention to experts 
outside the industry who tell you 
this,” he warned. 





Cc. L. GUNN, Iowa. 


Corn Huskers Stick 
by Their Gunn 


Again Des Moines hotels bulged, 
as Iowa dealers gathered for their 
19th annual convention. Special 
buses carried them to and from the 
Iowa Exhibit Building at the Fair 
Grounds, focal point of the conven- 





tion. For three days (March 12, 
14) members’ swapped - storia 
lugged around canes and portfoliy 
queried exhibitors, and heard taj, 
by their president, Charles Guyf 
and guest speakers. . 


These included John B. Eagan) 


the Wood Conversion Co., St. Pa 


Minn.; James I. du Pont of I. Ei} 


Pont de Nemours & Co., Baltimoy 
Md.; and Tom Collins, just plai 
humorist and philosopher. The 
also saw a humorous play “Cop. 
pete or Else,” with Mr. Oldtime 





and Peddler Jones in leading role 
as enacted by representatives ,j 
the Western Mineral Products ( 

Before dispersing to Keoki 
Waterloo, Sioux City, and other fy 
Iowa points, association member 
reelected Charlie Gunn _ preside; 
and congratulated Bill Badeauy 
Jim Toepel, and others for comix 
up with another really fine show, 





LINCOLN F. HANKS, Intermountain 


Intermountain Elects 
Hanks President 


Lincoln F. Hanks, manager of 
Noall Brothers Lumber Co., was 
named president of the Intermoul- 
tain Lumber Dealers Association 
during their ninth annual convel- 
tion at the Hotel Utah, Salt Lake 
City. 

Hanks, who was vice-president 
last year, succeeds Charles H. 
Bohrer, Pocatello (Utah) Lumber 
Co. 

More than 700 dealers attended 
the three-day convention March 3. 
4, 5, and 51 manufacturers and 
distributors exhibited the latest de 
velopments in new building mate 
rials. 

Other officers elected included El 
mer Brown and G. R. Wilkiso, 
vice-presidents; Melbourne Ror 
ney, Jr., secretary-treasurer, 4 
Stewart Ashton, Charles Bohrer? 
and Clifton Kerr, directors. 
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What's YOUR Answer? 
Test your product knowledge as’ 

well as your knowledge of what other 

dealers are doing by taking this quiz. 
Rate yourself 12 points for each 
correct answer. 100-90%—excellent; 

80-70%, good; 70-60%, fair; 60-50%, 

passing. 

1—Is the provision, under 
Regulation W, requiring 
10% down payments on 
home improvements still in 
effect? 

2—A new hardboard product 
just announced by an Ore- 
gon firm is called by what 
name? 

3—Firpine Products of Oswego, 
Ore., is now packaging 
handy lengths of mouldings 
under what name? 

4—“Construct-o-matic” is the 
name given what type of 
display by a New York 
dealer? 

5—One manufacturer of aro- 
matic red cedar claims to be 
the largest in the world. 
Give name of manufacturer. 

6—According to another manu- 
facturer, more people are 
insulating their own homes, 
that is, doing the actual 
work themselves, than ever 
before. Give the percentage 
of such people. 

7—In general, are building ma- 
terial salesmen better or 
worse than they were ten 
years ago? Why? 

8—Is it true that less money 
was loaned to veterans for 
GI homes in 1951 than ever 
before? 

I—A customer who asked for a 
94 lb. bag of Trinity White 
would be asking for what 
type of material? 

10—Numerous prefinished wall 
panels are on the market, 
but which one is advertised 
as having 12 different colors 
and 3 different finishes? 

Answers on Page 62 
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UP TO 12 FEET LONG! 
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7 DURABLE! 
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FEATURES 


eee | to boost your Superlite sales 
os ae 


*% 12 colors (including 
black and white) and 3 
designs for your cus- 
tomers to choose from. 





* Durable, baked-on 
plastic enamel finish, 
over 2 base coats, for 
extra lustre and extra 
resistance to wear. 


* Rounded-edge score 
lines to make cleaning 
easier and to give mor- 
tarline shadow effect. 











SUPERLITE PREFINISHED WALLPANELS are %” thick, available in sheet sizes 4 ft. 
wide, and from 4 ft. up to 12 ft. long. Finished four ways: solid colors, tile design 
(4” x 4” square), Leveline (horizontal lines on 8” centers) and in Leatherwood 
(a grained leather effect), in four colors and in one sheet size: 4 ft. x 8 ft. 











rx 
Ove 


PLAIN TILE EFFECT LEVELINE LEATHER WOOD 


DELUXE 






































PREFINISHED 
WALLPANELS 


Manufactured by 


SUPERIOR WALL PRODUCTS CO. 
4401 N. American St., Philadelphia 40, Pa. 


“for nearly two decades” 
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MERCHANDISING CLINIC 


Monthly Installments 
Expand Markets 


Out in Montana not so long ago, 
we dropped in on a furniture and ap- 
pliance dealer who is doing a whale of 
a big business with farmers in the 
area. We had driven into the town 
through mile after mile of sage brush 
and had wondered, as we sped along 
the broad blacktop highway, where 
the money came from to “support” 
the thriving little city which was the 
county seat and the trading center of 
that section of the state. It was the 
last place in the world where anyone 
would expect to find farm customers 
who would pay for what they bought 
in monthly installments. 

“Don’t suppose you sell much on 
the installment plan,” we said to the 
furniture dealer whose stock ran more 
to furniture than appliances... qual- 
ity furniture, too—not junk, by any 
means. 

“Practically everything,” was his 
prompt reply. “As a matter of fact, 
we don’t go after cash business. Look 
around you.” 

Which is what we did. Price tags 
featured the price per month almost 
exclusively. 

“We couldn’t exist if we slapped our 
prospective customers in the face with 
the lump sum price,” continued the 
dealer. “Sure a lot of them could pay 
cash if they had to, but they don’t 
like to buy that way. Too big a nick 
out of the bank balance at one time. 
They will write a sizeable check every 
month without batting an eye, and 
checks of that size written regularly 
are what we are after. We’d ten times 
rather have that kind of customer 
than the lump sum kind.” 


... “Easy to pay” and “easy to 
sell” are synonymous terms in 
the lexicon of the good mer- 
chandiser. 


Sage-Brush Furniture Store 


We had quite a talk with the fur- 
niture dealer in the sage brush coun- 
try. 

“We wouldn’t be here if we couldn’t 
sell on the monthly payment plan,” 
he said. “Take a look at these fig- 
ures and you'll see what I mean.” 

We were astonished at his annual 
volume. Then there came the thought 
that he must have a big return of 
merchandise due to delinquent ac- 
counts. 

“You're selling things that can be 
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repossessed easily,” we countered. “If 
they don’t pay up, all you have to do 
is go out and reclaim your merchan- 
dise in accordance with the terms of 
your sales contract. The lumber 
dealer, for example, couldn’t do that.” 

“The first part of your statement is 
true, but not the second,” he replied. 
“We can take advantage of the re- 
possession clause in our contract if 
necessary. The point is we seldom do. 
Once in a long while we have someone 
who decides he can’t pay and that we 
can come out and get the stuff, but 
before our truck finally gets there he 
shows up with the money. Don’t ask 
me where they get it. Point is they 
do ... and we cash in accordingly. 
They would pay the lumber dealer the 
same way.” 


. . . Once-a-year incomes are 
few and far between. 


Mail Order Farm Store 


A few days later we were visiting 
with the manager of a mail-order 
house farm store in another state... 
not the Main Street store operated 
by the same company, but the store 
that catered exclusively to the farm 
trade. 

Once again the surrounding country 
did not seem the kind of an area that 
was conducive to selling on _ the 
monthly payment basis. So we asked 
the manager for figures, percentage- 
wise. 

“Kighty percent of our sales to 
farmers are made on the monthly pay- 
ment basis,” he answered. “Actually 
we wouldn’t be operating if we couldn’t 
offer such a service to our customers.” 

We explained how we could readily 
understand why the Main Street store 
would find it practical to operate on a 
monthly payment basis. 

“They receive their income in 
monthly installments,” we _ said. 
“Farmers are different—” 

“Yes, farmers may be different,” 
broke in the manager. “However, if 
there is a difference it is in their fa- 
vor. Should their bank accounts run 
low (and they seldom do) all they 
have to do is to sell a pig, or a heifer, 
or something. That gives them enough 
to pay several monthly payments. Ac- 
tually farmers seldom run on as thin 
a margin as town people who have to 
stretch their pay checks out pretty 
thin to make them equal to monthly 
demands. They haven’t things to sell, 


like the farmers, to bolster sagging 
balances.” 


... “If they can’t pay cash 
they shouldn’t buy” is not sound 
selling philosophy. 


Lump Sum Lumber Yard 


The same afternoon we had a talk 

with one of the local lumber dealers 

. said to be the most progressive 

in the area. He didn’t think much of 
installment selling. 


“Don’t believe in it,” was his blunt 
appraisal. “Too much monkey busi- 
ness. If they can’t pay cash and need 
a little time, I extend credit for a 
reasonable length of time. That's 
easier than going to all the bother of 
making an installment sale.” 

We were in no position to question 
the extent of his credit business, ex- 
cept we happened to know he had 
begged off paying one of his suppliers 
until he could get some of his ac- 
counts in. Also, he had told us he 
was borrowing more heavily than in 
a long time. Obviously his customers 
were using his money to carry on 
their business and were not paying 
interest for the privilege of doing so, 
This is putting it far more bluntly 
than the dealer would put it but it 
actually is what is happening. 


. - - Book accounts are not good 
business-getters. 


Good-bye to Book 


Accounts? 


The man who owes the lumber deal- 
er a sizeable book account seldom 
feels like asking for further accommo- 
dations. As a matter of fact, the cash 
that should be used to reduce the book 
account in one lumber yard frequently 
goes for a purchase somewhere els¢. 
Naturally this doesn’t apply to the 
monthly accommodation accounts of 
in-town customers who pay their bills 
regularly, but to the rank and file who 
buy on indefinite terms and pay whet 
they have to. 


You don’t have any? 


Congratulations and a big pat ™ 
the back. 


In the meantime, don’t overlook the 
importance of installment selling 
As time goes on, it will play a bigge 
and bigger part in retail businesse® 
of all kinds . . . especially lumbet 
yards. 
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BARBECUE FRIENDS 
more than half way 


Tell them, “Certainly we can furnish every- 
thing you need to make the finest outdoor 
cooking fireplace in the world . . . all the mason 
materials, yes, and the metal parts, too .. . the 
complete units, grids, doors and cranes, all 
made by Donley Brothers and made to last for 
many years . . . That isn’t all, we can furnish 
you plans and pictures that guide construction 
and show the finished result — all in the booklet, 
Donley Outdoor Fireplaces . . . Take a copy. 
Think it over and come back.” 


The Donley Brothers Co. 


13928 Miles Avenue Cleveland 5, Ohio 












24 pages of pictures, 
designs and informa- 
tion. Price to the pub- 
lic 25 cents. Arrange 
for a supply at dealer 
rates. 


DONLEY 


Outdoor Fireplaces 


256 
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THE ECONOMICAL 
ANSWER TO BUILDERS’ 


WINDOW PROBLEMS 






Sash balances for double- 
hung windows... Schools, 
hospitals and industrial, 
commercial, residential 
construction. 


With Pullman Sash Balances builders can use 
prefabricated windows made without allowance 
for weight boxes or special type-balances. In- 
stallation is quick. On-the-job carpentry work a 
minimum. Thus labor costs are low. Offer pre- 
fabricated windows with genuine Pullman Bal- 
ances — or install Pullman Balances in stock 
frames in your own shop. 


THE BALANCE WITH 
A LIFETIME GUARANTEE 


Guaranteed against imperfect workmanship 
or materials for the lifetime of the building in 
which they are installed. 


WRITE FOR LITERATURE 








CONNOR 


“LAYTITE” 


Maple and Birch Flooring 


in Cartons 
(or regular leagths ia bundles) 


Something new in 
modern flooring 


M. F. M. A. SPECIFICATIONS 


Forest Products Since 1872 

















WHAT’S NEW 





Products .... Sales Aids .... Literature 


SEND FOR THESE: 


“Crete-Driseal” is a new concrete 
water-repellent product which con- 
tains a recent development of Dow 
Chemical Co. designed to supply the 
missing water repellency of mineral 
silicates in masonry. It is easily ap- 
plied over the surface in a colorless 
liquid state. Interesting descriptive 
literature is available. Write Williams 
Form Engineering Corporation, Dept. 
AL, 1501 Madison Ave., S.E., Grand 
Rapids 7, Mich. 


Unibuilt Pre-fabricated Insulated 
Steel Buildings are shown in a new 
bulletin issued by Brookville Manu- 
facturing Company. Structural fea- 
tures are shown in simplified archi- 
tectural form. Standard units are 
illustrated that can be used in single 
or multiple series for the erection of 
most any size industrial, warehouse, 
school or large utility building and 
many other suggested applications. 
The catalog also shows the many 
component parts such as windows, 
doors, openings, in various sizes and 
types to fit most any requirement 
with all unobstructed, usable space. 
For copy of Bulletin No. 107 write 
Brookville Manufacturing Company, 
Dept. AL, Brookville, Pa. 


Triad, the chromium stainless steel, 
triple track, interlocking storm win- 
dow is available completely assembled 
or K. D. There is also a companion 
chromium stainless steel storm door. 
For descriptive literature “Triad 
Chrome Stainless Steel Windows and 
Doors,” write Diamond Building Prod- 
ucts Corporation, Dept. AL, 3650 
East 93rd St., Cleveland 5, Ohio. 


Selling Aids for Chambers line of 
built-in and console-type gas cooking 
equipment, are 12 television spot films 
and 13 color movie playlets. The TV 
films, which tell concisely the advan- 
tages of cooking with Chambers units, 
are available in 46-second spots and 
13-second “quickies.” The full color 
movies are designed to illustrate in 
natural tones the firm’s ranges pro- 
duced in seven decorator shades. They 
have been prepared specifically for 
exhibit as educational features at 
neighborhood theaters. Write Cham- 
bers Corporation, Dept. AL, Shelby- 
ville, Ind. 


Clyde Varney describes his bulletin 
service, known as The Exchange 
Desk, as a clearing house exclusively 
for dealers in building supplies. De- 
scriptive bulletins with illustrations 
are published regularly in approxi- 
mately seven states in the Great 
Lakes area. Dealers can use this 
service to sell surplus stock. For ex- 
ample, in Bulletin No. 132, dated Feb- 
ruary 20, Surplus Hardware Stock is 
listed by a central Ohio retailer at 
bargain prices. A Detroit warehouse 
offers a surplus of wood preservative, 
another firm is looking for a stile 
mortiser, and an Illinois retailer has 
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copper cloth screens in limited sizes. 
Millwork odd lots are also listed. For 
information write Clyde Varney, Dept. 
AL, 9940 Roselawn Ave., Detroit 4, 
Mich. 


The Universal Weatherseal Window 
Unit is fully described in a four-page 
folder. Specifications are _ included. 
These units are made of clear kiln- 
dried western woods milled to the 
highest accuracy, combined with a 
full jamb metal weatherstrip which 
assures a permanent seal, and an ad- 
justable, concealed balance. Units are 
available K.D. or assembled in all 
modular sizes, combinations or light 
layouts. For copy of folder, write 
Universal Window Corp., Dept. AL, 
Austell, Ga. 


“Passing the Screen Test,” a color- 
fully illustrated 12-page booklet, is 
offered to dealers as an aid in selling 
Screening Woven of Firestone Velon® 
Written in verse, the booklet humor- 
ously traces the history and develop- 
ment of insect screening, details the 
research and planning which led to 
the manufacture of Velon as a screen- 
ing fabric. Despite .its light-hearted 
approach and cartoon style, the book- 
let contains numerous helpful sug- 
gestions on screening for new and 
old homes alike. The manufacturer 
offers the booklet free to the trade, as 
an over-the-counter give-away. Write 
Plastic Woven Products, Inc., Dept. 
AL, 51 Camden St., Paterson 3, N. J. 


Autoclaved Lime is the subject of two 
folders, one for use by the plasterer, 
the other by the mason. Ohio Auto- 
claved White Finish is a finishing 
hydrated lime for fine whitecoat 
plastering. A recent Federal specifica- 
tion requires that on certain jobs the 
lime shall contain not more than 8% 
of unhydrated oxides. This finishing 
lime meets that specification. When 
preparing putty in small lots the lime 
can be sifted into water and used in 
about 30 minutes. The second folder, 
covering Ohio Quick-Mix Masons 
Lime, emphasizes that the product is 
hydrated, needs no slaking, screening 
or aging. It’s ready for use the 
moment it’s mixed. For copies of fold- 
ers telling how these products are 
used, write The Ohio Hydrate & 
Supply Co., Dept. AL, Woodville, 
Ohio. 


New uses for D-P No. 1012 Glazing 
Compound are announced in a special 
circular from the Dicks-Pontius Com- 
pany, for 85 years makers of well- 
known D-P brand putties, caulking 
and glazing compounds. Although 
originally designed for use primarily 
on aluminum sash, performance tests 
now indicate this special glazing com- 
pound can be used with equal ease and 
success on primed wood sash, ordi- 
nary steel sash and hot-dipped, “bond- 
erized” galvanized steel sash. D-P 
No. 1012 is soft and pliable, always 
ready for immediate inside and out- 
side use. Write the Dicks-Pontius 
Company, Dept. AL, Dayton, Ohio. 


Flooring Installation Kit 


For the homeowner who wants 
to install his own tile flooring, here 
is a new B. F. Goodrich Flooring 
Installation Kit that contains all 
the necessary tools. Included in the 
kit are a notched steel trowel for 


spreading adhesive, a knife for 
more intricate cutting, an awl for 
scoring and marking tile and a 
chalk and chalk line. Also included 
in each kit are simple instructions 
for installing the company’s as- 
phalt tile, rubber tile and _ viny| 
plastic tile. The company feels that 
this kit will be a very popular re- 
lated item to sell with tile flooring 
since the average homeowner would 
quite likely buy some tools for the 
installation anyway. Write B. F. 
Goodrich Co., Flooring Division, 
Dept. L5, Watertown 72, Mass. 
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Stylist Colors 


A wide range of new, ultra-mod- 
ern decorator colors, including rich 


deep - tones, striking in - between 
shades and smart pastels are now 
available without the usual “mix- 
ing” problems. Stylist Colors, as 
they are named by Lowe Brothers 
Company, have been created by out- 
standing authorities on _ interior 
decoration, and are backed by 4g- 
gressive national advertising. Long- 
wearing and completely washable, 
Stylist Colors are offered in both 
Mello-Gloss and Mellotone, Lowe 
Brothers popular “semi-gloss” and 
“flat wall’ finishes—which means 
they are available in matching col 
ors for walls and woodwork. The 
company has also announced a neW 
system of color selection, known 4% 
the Stylist Tri-Vue Color Planner. 
This compact merchandising unit 
helps the customer make a quick 
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selection by revealing desired col- 
ors at a glance. The planner dis- 
plays 104 colors—holds three banks 
of color strips in flat chip form. 
Twenty-one colors are “regular” 
and only three require the blending 
of more than two standard colors. 
Another new development is the 
Stylist Color Elevation Folder 
which permits the decorator to 
view color combinations as they 
might appear together in actual 
use. Write Lowe Brothers Com- 
pany, Dept. AL, Dayton, Ohio. 





Floor Finish Display 


A beautiful 7-color die cut point- 
of-sale display designed to help in- 
crease the sale of floor finishes and 
maintenance materials and floor 
sander rentals is available to deal- 
ers. This sturdy silk-screened dis- 
play measures 40” wide by approxi- 
mately 40” at highest point. It has 
reinforced ledges to hold 6 differ- 
ent one-gallon cans of floor finishes 
and maintenance materials. The 
display is built in the form of a 
room, showing a wood floor. For 
those having rental machines, it 
also helps promote rental business. 
Write The American Floor Surfac- 
ing Machine Company, Dept. AL, 
521 So. St. Clair St., Toledo 3, Ohio. 


Beauty-Tone 


A colorful display and the dem- 
onstration of a new rubber base 
paint called Beauty-Tone, made the 
Vita- Var Corporation’s exhibit 
prominent at the Painting Expo- 
sition of the Buffalo Chapter 
sponsored by the Painting and Dec- 
orating Contractors of America. 
Harold Buchholtz, newly appointed 
distributor of Vita-Var products in 
Buffalo, also had an exhibit at the 
exposition. Alfa D. Dodge of Buf- 
falo, was the winner of six gallons 
of Beauty-tone Rubberized Satin 
Finish which was the Vita-Var 
Booth prize. Write Vita-Var Cor- 
poration, Dept. AL, 1180 Raymond 
Blvd., Newark, N. J. 


Buitpinc Propucrs MERCHANDISER 
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Wickwire Merchandising Kit 


A brand-new merchandising kit 
is now being made available by 
Wickwire Brothers, Inc. Eye-catch- 


ing posters feature these three 
popular Cortland Brand products: 
Insect Wire Screening, Poultry 
Netting and Nails & Brads. The 
colorful lithographed posters are 
designed for use as part of window 
displays or for identifying various 
store departments. An attractive 
folder also included in the kit, de- 
scribes home uses and popular types 
of Cortland Brand Insect Wire 
Screening. The folder may be used 
as a counter give-away, enclosed 
with each customer’s purchase or 
mailed out with monthly state- 
ments. Dealers may secure one of 
the new merchandising kits by 
writing Wickwire Brothers, Inc., 
Dept. AL, Cortland, N. Y. 





Products which 
may be used in 
complete room of 
PHILIPPINE 
MAHOGANY 


Plywood 

Mouldings 

Lumber 

Doors 

Tropicwall 
Paneling 

Apitong Flooring 
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AETNA PLYWOOD & VENEER CO. 
1732 N. Elston Avenue, Chicago 22, Illinois 
Please send special literature on complete ROOMS of PHILIPPINE 


—_— 


You'll be amazed at how fast your profits soar 
if you AIM TO SELL A ROOM ... instead of 


separate pieces. 


Plywood, Mouldings, Lumber, Doors, Tropic- 
wall Paneling, and Apitong Flooring— all of 
Philippine Mahogany make one complete 
luxurious room interior. And there is a choice 
of several species: White Lauan, Red Tanguile, 


Almon. 


Philippine Mahogany is a low cost economical 
Hardwood Plywood that has the luxury look. 
Upkeep is also economical because once a 
room is paneled in Philippine Mahogany, it 
needs no re-painting, no re-papering, no ex- 


MAHOGANY. 


pensive remodeling, It will last a lifetime. 


Sell Rooms of Philippine Mahog- 
any and watch your profits grow. 
Mail coupon today. 


Comm mere eeeeeerseesreessessessesessseeseeeeeseeeeeeee® 











Panelboard, and Panelgrain 


These products offer excellent op- 
portunities for remodeling any 
room. The homeowner can easily 
install Panelboard or Panelgrain, 
and do it right over his old wall 
coverings. Panelboard may be had 
in three patterns and several colors 
in 4’ x 4’ and larger sizes. The prod- 
uct’s plastic enamel surface is made 
“rock” hard and is permanently 
adhered to its 4%” tempered-hard- 
board base by being baked at tre- 
mendous heat. Its finish, which 
contains Silicones for extra hard- 
ness and longer life, is guaranteed 
not to chip, crack, craze or peel. 
The color is permanently fused in. 
Kitchens, bathrooms, laundry 
rooms, dinettes, etc., can all be in- 
expensively modernized with Panel- 
board. Other rooms can be done 
with Panelgrain or in combination 
with Panelboard. These attractively 
finished ;*,”-thick panels come in 4’ 
x 4’ and 4’ x 6’ sizes. They can 
also be installed right over old walls 
or directly to studding. For de- 
scriptive folder write Panelboard 
Manufacturing Co., Inc., Dept. AL, 
Englewood, N. J. 





Bor-N-Set Given Rugged Test 


A Bor-N-Set Series No. 300 
Bathroom and Bedroom Lockset has 
given more than 100 years of com- 
pletely satisfactory service, accord- 
ing to figures compiled from a re- 
cent “on-the-door” test. The lock- 
set, according to the manufacturers, 
showed only normal wear. An elec- 
trically operated 134” slab door 
was used in testing this Bor-N-Set 
Self-Aligning Cylindrical Lock. The 
mechanism was so designed that it 
pushed the button locking the door, 
then the inner knob rotated to open 
the door so that the door was taken 
to a position where the door would 
be slammed shut so that the bolt 
would hit strike—every part of this 
lock was made to function the same 
as if installed in a residence or 
apartment building. This ingenious 
“arm” repeated this shut, lock, un- 
lock, open process 1,000 times an 
hour, 24 hours a day for 45 days, 
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until the operation had been com- 
pleted one million times, an esti- 
mated 100 years average use. All 
Bor-N-Set No. 200 and No. 300 
Series Latchsets and Locksets are 
self-aligning, cylindrical locks. They 
are advertised as offering the 
“Highest Quality in Their Price 
Bracket.”. Bor-N-Set Locks are 
made of brass, steel and aluminum. 
Outside parts are solid brass, pol- 
ished to high luster and sealed with 
clear baked enamel for beauty and 
durability. Write Hollymade Hard- 
ware Mfg. Co., Dept. AL, 4865 Ex- 
position Blvd., Los Angeles 16, 
Calif. 





Space Saver Drop-Leaf Table 


Bilt-Rite’s utility, space saver 
drop-leaf table comes complete with 
two 12” x 12” folding lock brackets. 
The Formica top is available in a 
choice of several patterns. This 
unit is ideal for small kitchens, 
and can be a welcome addition in 
the larger kitchen when there is 
special entertaining. It can also be 
used as a desk in children’s rooms, 
as a serving unit or telephone stand 
in the recreation room. The space 
saver Drop Leaf may be had in all 
sizes: overall depth 24” x overall 
length 18”, 24” x 24”, 24” x 30”, 
24” x 36”, 24” x 42”, and 18” x 18”, 
18” x 24”, 18” x 30”, 18” x 36”, 
18” x 42”. Prices are included in 
the same folder which features Bilt- 
Rite Formica sink tops, counters, 
vanitories, and related products. 
For copy write Bilt-Rite Linoleum 
Products, Inc., Dept. AL, 511 Whit- 
tier St., New York 59, N. Y. 


Improved Electric Operator 


An improved Electric Operator 
for residential garage doors, up to 
16 feet wide, has been announced 
by the Howell Manufacturing Com- 
pany, makers of How-ell-dor resi- 
dential and industrial garage doors 
and electric operators. The new 
“Underslung” residential operator 
requires no additional headroom 
and can, therefore, be readily 
adapted to any garage door installa- 
tion. Write The Howell Manufac- 
turing Co., Dept. AL, Cottman St. 
. Hasbrook Ave., Philadelphia 11, 

a. 
















New Asbestos-Cement Siding 


An attractive, striated embossed 
design and rich, warm colors are 
featured in the new asbestos-ce- 
ment siding recently released by 
The Flintkote Company. In addi- 
tion to its exterior beauty, all Stri- 
Color Siding Shingles incorporate 
the new Flintkote treatment—Dura- 
Shield. This Flintkote finish—used 
in the manufacture of all Flintkote 
asbestos -cement products — gives 
the shingle surface a smooth, lus- 
trous look. It deeply enriches the 
color tones and helps to accentuate 
the handsome embossed striations, 
Dura-Shield is said to make the 
shingle vastly more water repellent 
and gives an improved protective 


finish which helps to resist stain- 


ing. Stri-Color Asbestos-Cement 
Shingles are now available in 
brown, green and gray. Write The 
Flintkote Company, Building Ma- 
terials Division AL,.30 Rockefeller 
Plaza, New York 20, N. Y. 


Free Merchandising Kit 


The 1952 Celotex advertising pro 
gram is especially attractive to 
lumber dealers. The theme of the 
national ads, to be carried in The 
Saturday Evening Post and other 
magazines, is that the public cal 
get charm and comfort today in 4 
home of moderate cost. The dealer 
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who wants to cash in on this pow- 
ful advertising will find every- 
thing he needs to do so in the free 
merchandising kit provided by 
(elotex. This kit contains an at- 
tractive full-color poster, a series 
of newspaper ad mats featuring 
the same houses illustrated in the 
national ads, folders for mail and 
wer-the-counter distribution, pub- 
city articles and mats for local 
newspapers, and a copy of the new 
Celotex Book of Homes. Additional 
pies of this book are available to 
dealers at a price of $5.00 for 25 
hooks (minimum order). Orders 
for 50 or more are imprinted at no 
charge. Dealers can obtain com- 
jlete working plans, specifications 
and material lists from National 
Plan Service, Inc., Chicago, at their 
standard prices. Write the Celo- 
tex Corporation, Dept. AL, 120 S. 
La Salle St., Chicago 3, IIl. 
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Seidlitz Announces Satin Tone 


Seidlitz Satin Tone is a latex 
rubber base interior finish that is 
easy to apply, rapid drying, odor- 


less, and completely scrubbable. 
Every shade is freshly made, quick- 
ly and accurately, by the dealer at 
the point of sale, and at no extra 
cost to the dealer or his customers. 
Satin Tone dealers can offer cus- 
tom-color service in a wide range 
of 18 decorator colors and 6 style- 
4 tested Deeptones, plus Finishing 
White, from a small basic stock 
consisting of Satin Tone Whites 

and the 6 ready-mixed Deeptone 
colors. Satin Tone Tinting Units 
are available in gallons, quarts and 
pints, and are furnished Satin Tone 
dealers, free of charge, to produce 
the full range of 18 decorator 
colors. Satin Tone Tinting Units 
are colors in dry form that disperse 
Instantly and completely when add- 
to a container of Satin Tone 
Base white, and placed on a paint 
conditioner for 60 seconds. Three 
initial Satin Tone stocks now being 
offered include a complete assort- 












 pro- ment of Tinting Units in an attrac- 
e to uve metal Service Stand, color 
f the cards, and a wide variety of point 
The of sale displays, advertising and 
other merchandising features and sales 
call aids, For descriptive booklet, “The 
in 3 Satin Tone Story,” and color cards, 
ealer write Seidlitz Paint and Varnish 









Bumpin Propucts MERCHANDISER 





Company, Dept. AL, Post Office 
Box 37, Kansas City 10, Mo. 


Day-Glo Signs 


Day-Glo signs can be made in a 
few minutes’ time with a new ADis- 
play Kit which incorporates the 
use of Day-Glo sheets of die-cut 
letters, numerals and art spots with 
a Kleen Stik adhesive coating on 
the back. Messages are easily 
picked out of the sheet forms, the 
protective coating peeled off of the 
Kleen Stik, and the sign put in 
place. Write Glo-Ad Company, 
Dept. AL, 1116 Empire Bldg., Mil- 
waukee 3, Wis. 














Thomas Ad Mat Package 

An opportunity to tie in the 
dealer’s brand of paint with Paint 
Roller advertising has just been 
made available by Thomas Prod- 





the Only door 
that gives all SIX 
SELLING SERVICES 


1. ARCHITECT'S SPECIFICATION SERVICE when you 


need it. 


2. COMPLETE LINE—residential and industrial, 8’ x 7’ 


thru 12’ x 12’. 


3. FAST DELIVERY from local service warehouses. 
4. INSTALLATION and SERVICE CREWS when you need 


them. 


5. MAGI-COTE DIP seals wood against moisture, 


termites, fungus. 


6. NATIONAL ADVERTISING and local sales helps. 


Dealers the country over have told us that the trouble 
with the ORDINARY garage door deal is that all 


they get is a garage door 


to sell. That isn’t enough 


and we know it. So we’ve gone all the way and made 
the Fleetwood deal COMPLETE with everything you 
need for a successful, headache-less operation. 








ucts Company. The “how-to-do-it” 
Thomas ad mat package consists of 
four mats, three of which have 
space for the dealer to insert name 
of the paint he sells. All mats fea- 
ture the ease, speed and satisfying 
results of roller-painting. Two 
mats are 2 col. x 6 inches—the 
other two are 1 col. x 6 inches. 
Write Thomas Products Co., Dept. 
AL, 8490 Lyndon Ave., Detroit 21, 
Michigan. 





The Samcoe Mar-Kee 


The Wm. J. Samcoe Iron Com- 
pany announces the manufacture 
of the Mar-Kee—a decorative and 
protective canopy for doorways. 
The Mar-Kee is a _ prefabricated, 
complete unit that may be easily 
installed by one man, within an 
hour—at approximately one-half 
the cost of the usual custom-made 
canopy of this type. Wood roof, 
covered with galvanized sheet iron 
—finished with one coat of prime 
white. Gutter on all three sides, 
with rain spout, prevents dripping 
off edges. Furnished with canopy 
brackets, as illustrated. Ceiling 
doorway for overhead light is op- 
tional. The Samcoe Mar-Kee is 
manufactured in three sizes. Write 
Wm. J. Samcoe Iron Company, 
Dept. AL, Kenmore, N. Y. 


"What's In a Door?" 


Roddis Plywood Corporation has 
just completed production of a 
black and white film strip entitled 
“What’s In A Door?’”. All details 
of Roddiscraft flush-veneered door 
construction, both solid and hollow 
core, are covered; other flush door 
constructions are shown by way of 
comparison. In addition to show- 
ing details of construction the slides 
illustrate typical door manufactur- 
ing operations and suggested job 
site handling procedures. A record- 
ed discussion accompanies the film. 
Running time is 30 minutes. The 
slide film “What’s In A Door?” is 
available without charge for educa- 
tional meetings from all Roddis- 
craft warehouses. Roddiscraft rep- 
resentatives will arrange showings 
at mutually agreeable times and 
will be on hand to answer questions 
following the presentation. Write 
Roddis Plywood Corporation, Dept. 
AL, Marshfield, Wis. 
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Demonstrating Merchandiser 
This new demonstrating electric- 
tool merchandiser is designed for 
use by dealers where space is at a 
premium. The HU-1111 Merchan- 
diser occupies only half of a stand- 
ard counter top yet provides the 
dealer with enough B&D Utility 
Tools and Accessories to open a 
complete demonstrating power-tool 
department. A handy electric socket 
permits the dealer to plug in any 
one of the tools for a demonstration 
to customers. The display is topped 
with an attractive four-color (blue, 
white, orange and black) two-faced 
illuminated sign which attracts at- 
tention anywhere in the store. The 
display can easily be moved from 
counter to window for day or night 
use. The equipment includes 4- 
inch and %-inch Drills, Sander- 
Polisher, Drill Kit, Drill Stands, 
Roto-Hone Attachment, Drill Bits, 
Wood Augers, Sanding Discs and 
Wire Wheel Brushes. Altogether 


there are 54 Black & Decker Utility 
tools and accessories included with 
the Merchandiser. Write The Black 
& Decker Mfg. Co., Dept. AL-H640, 
Towson 4, Md. 





ag 


New Remotaire Conditioner 


A new remote-type room air con- 
ditioner is designed for multiple 
installation that provides’ both 
summer cooling and wigtter heating. 
Called the Remotaire, it is ideal 
for installation in office buildings, 
apartment houses, hotels, motels, 
hospitals and residences. Connected 
to centrally located water heating 





and cooling plants, this new unit 
offers individual control of tempera. 
ture in every room without affect. 
ing adjoining spaces. It can be jp. 
stalled in either a free standing oy 
recessed position under most wip. 
dows. A smart, furniture steel cab. 
inet which is reinforced, bonder. 
ized and finished in a_ baked-p. 
gray enamel, encloses the heating 
and cooling coils, fan unit an 
valves. To meet the needs of both 
large and small rooms, the Remot. 
aire units are made in two sizes, 
Write American Radiator & Stand. 
ard Sanitary Corp., Dept. AL, Pitts. 
burgh 30, Pa. 


New Vinyl Flooring Material 


A revolutionary new viny] floor. 
ing material is reported to neve 
need waxing. Write Films and 
Flooring Division of The Goodyear 
Tire & Rubber Company, Dept. AL 
Akron, Ohio. 








Porch-in-a-Package 

This is the Portico (Porch-in-- 
Package) installed. The ready-to- 
go-up porch is delivered in a com- 
pact 12” x 12” x 8’ carton contain- 
ing two ornamental iron angle cdl- 
umns, all wood members of the roof 
frame section (miter-cut), molding 
and trim, and finishing nails for 
assembling the pieces. Complete, 
simple instructions with drawings 
showing step - by - step installation 
procedure are also enclosed. Pot 
tico is adjustable to fit entrances 
up to 5’ x 8’. It can be easily I- 
stalled by an amateur in a few 
hours. And it’s inexpensive. Por- 
tico is designed so that it can be 
appropriately installed on homes 0 
any architectural style, whether 
new or already built. The basi 
Portico unit takes a deck type roo. 
However, a custom roof, pagoda 0 
other style, can be easily added. 4 
choice of three ornamental iron 00 
umn designs is offered. Matchilé 
brackets and crestings are option 
at extra cost. Write Tennessee Fa 
ricating Company, Dept. AL, 14% 
Grimes Ave., Memphis, Tenn. 
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Allwood Hardboard 


Allwood hardboard, manufactured 
in a new $214 million plant by Ore- 
gon Lumber Company, is now on 
the market in a variety of sizes, 
thicknesses, and in both tempered . 
and standard grades. Allwood hard- 
board possesses dimensional stabil- 
ity and is suitable for all structural 
and decorative purposes. A tem- 
pered hardboard is being produced 
for hard surface and exterior use. 
The new hardboard comes with one 
smooth surface and in tempered 
form can be used for linoleum base 
with the screened side up for good 
adhesion. Allwood can be used for 
such applications as concrete forms, 
flooring—both sub and top applica- 
tions—table tops, cabinet doors, ra- 
dio and television cabinet backs, 
furniture panels and many other 
uses calling for a strong, light- 
weight board which can be sawed, 
routed, nailed, drilled or planed 
without shredding, chipping or 
splitting. National sales and pro- 
motion of the new hardwood will 
be conducted exclusively by Simp- 
son Logging Company sales offices. 
Write Oregon Lumber Company, 
Dept. AL, Dee, Ore. 
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New Translucent Material 


Plexolite, a new translucent, 
ber-glass reinforced plastic, is 
Manufactured in corrugated and 
flat sheets up to 12 feet in length, 
and conforms in width to standard 
roofing siding. Applications for 


i be 
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Plexolite are unlimited; it can be 
used as window openings, patios, 
awnings, sky-lights, garage doors, 
partitions, etc. Plexolite is shatter- 
proof and has excellent structural 
strength. It is inert in contact with 
alkaline fumes, moisture, and mild 
acids, and can be worked with 
ordinary tools. The product comes 
in 12 colors including coral, yellow, 
green, blue and ivory... Manufac- 
tured in three thicknesses: 1/16, 
¥g, and % inch. Corresponding 
weights are 8, 12, and 24 ounces 
per square foot. One year of con- 
centrated effort and extensive re- 
search has been devoted to setting 
up this new company. Now an 
aggressive advertising-dealer-dis- 
play program is being planned. 
Write Plexolite Corp., Dept AL, 
4223-25 W. Jefferson Blvd., Los An- 
geles, 16, Calif. 





Lawn Queen Power Mower 


A pioneer leader in the power 
mower industry, Jacobsen Manu- 
facturing Company offers the wid- 
est range of mowing equipment for 
home and commercial use. Models 
such as the 18-inch Pacer, the 21- 
inch Lawn Queen, and the new, 
beautifully designed 21-inch Manor 
have won great favor among home- 
owners, while the Park 30, Lawn 
King and Estate have long been 
big-lawn favorites for estates, 
parks, schools, etc. The Lawn 
Queen shown here has a 21-inch 
cutting width, 1% hp. Jacobseu 
engine. The power mower in- 
dustry is a rapidly growing in- 
dustry. In 1946, approximately 
160,000 power mowers were sold. 
By 1951, this figure jumped to 
over 1,000,000 power mowers, 
and indications are that this year 
sales will exceed 1,250,000. Last 
year Jacobsen produced and sold 
more power mowers than in any 
year since the founding of the 
company in the early ’20’s. For 
complete details write Jacobsen 
Manufacturing Company, Dept. AL, 
Racine, Wis. 





DO YOU HAVE 
A REDWOOD 
ACCOUNT? 


HOBBS WALL, Redwood Lumber 
Distributors for the past 86 years 
are inviting inquiries from whole- 
sale lumber distributors and com- 
mission men who also have built 
their business on years of honest 
dependable service. : 


HOBBS WALL 
LUMBER CO. 


Wholesate Distributors of 
California Redwood Lumber 


405 Montgomery Street, 
San Francisco4 GArfield 1-7752 

















ACOUSTICAL TILE NAILS 
... designed for the job 
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When installing acoustical tile choose a 
job-designed nail that combines ease of 
application with these special features: a 
head end which allows the nail to be 
driven home without damaging the tiles 
...a collar which holds the tiles firmly in 
place...annular threading which gives su- 
perior holding power. The nails are fur- 
nished with a plated finish to prevent rust 
streaks where moisture is present. Send 
for free samples and descriptive literature. 


JOHN HASSALL, INC. 


156 Clay Street 
Brooklyn 22, N. Y. 
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New Berger Spinner Cabinet 

The Berger Manufacturing Divi- 
sion of Republic Steel Corporation, 
announces a corner counter “spin- 
ner” cabinet for modern kitchens. 
This handy cabinet has two revolv- 
ing shelves that eliminate any idle 
space in the corners from going to 
waste. Many things a homemaker 
needs in the kitchen are at her 
finger tips. The “spinner” cabinet 
requires only 32” wall space to the 
left and to the right of the corner. 
It can be fitted in With other coun- 
ter cabinets made by Berger to 
make a more complete unit. Write 
The Berger Manufacturing Divi- 
sion of Republic Steel Corp., Dept. 
AL, Canton, Ohio. 


Fine-Tex—New Glass Pattern 


A new member of the heat-ab- 
sorbing and glare-reducing glass 
family has been added—Aklo Fine- 
tex, a patterned glass designed to 
provide “filtered daylight” for com- 
mercial, institutional and industrial 
buildings. E. M. Eberhard, gen- 
eral sales manager of Libbey- 
Owens-Ford Glass Company, said 
the new pattern has been developed 
by Blue Ridge in response to an 
increasing demand for decorative 
patterns in the glare-reducing glass 
field. The Aklo glass filters out 
more than three times as much 
sun heat as ordinary glass of same 





thickness, tests have shown. For 
maximum heat exclusion the 14- 
inch Aklo is specified, for maxi- 
mum comfort with the least heat 
and glare, %4-inch frosted Aklo is 
used, and for heat exclusion with 
a maximum light transmission the 
’g-inch Aklo is prescribed. The 
glass also may be had in 14-inch 
wired form for skylights and fire- 
retardant glazings. Write Libbey- 
Owens-Ford Glass Company, Dept. 
AL, Nicolas Building, Toledo 3, 
Ohio. 





King Load-A-Roller 


An ingenious device just placed 
on the market by King Paint Roller, 
Inc., is creating a vast amount of 


attention. This new item, “King 
Paint Load-A-Roller”’, is an impor- 
tant step toward simplification of 
painting. The pan is now com- 
pletely eliminated. King Load-A- 
Roller is a specially processed, high- 
ly absorbent pad with a strong steel 
handle at the upper end and two 
hooks at the lower end, which click 
into the can of paint itself. It 
measures 614” by 17”, and can be 
used for inside and outside paint- 
ing. Although inexpensively priced 
as a throw-away item, it may be 
easily cleaned for re-use. Just dip- 
ping the Load-A-Roller into the 


paint can loads it. 
paint-roller over the saturated pag 
spreads an even load of color 
The whole operation 
takes just about 3 seconds. Wri 
King Paint Roller, Inc., Dept. Aj, | 
Ave., 


the roller. 


12281 
Mich. 


Turner 





Minatone 


Minatone is the new incombusti- 
ble, perforated, mineral acoustical 
tile added to the line of Armstrong 
Cork Company acoustical materials. 
The new tile is made from mineral 
wool and binding agents which form 
a strong homogeneous acoustical 
unit. Minatone is perforated with 
676 holes per square foot, 5/32” di- 
ameter, 7/16” o.c., and is factory 
painted with two coats of white 
latex resin paint on the face and 
bevels. The tile is 12” x 12” x %’; 
weighs approximately 1.25 pounds 
The low density 
mineral wool composition blocks the 
passage of heat and adds insulating 
properties to ceilings where it is 
installed. Minatone may be installed 
by cement application to a rigid, 
level surface of plaster, gypsum 
lath, or gypsum board, or it can be 
installed by mechanical suspension 
by the usual methods. 
forated surface can be repainted 
without noticeable loss of soun(- 
absorption efficiency and although 
the smooth painted surface of the 
material resists soiling, it can be 
cleaned with a dampened cloth, 


per square foot. 


wallpaper cleaner, 
cleaner. 


St., Lancaster, Pa. 


Write Armstrong Cork 
Company, Dept. AL, 4711 Lincoln 
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MAKE MONEY! 




















+ «now w.ar i'm doing—those Gov- 
ernment restrictions don't stop me 
from putting a roof over my kids’ 
heads!"" 





YOU CAN SAVE your ad- 
vertising dollars by using 
“Timber-r-r"" cartoons in your 
own newspaper ads. 
cartoons 
especially for Lumber Yard 
advertising. Mats of 104 car- 
toons in both | and 2 column 
sizes now ready. Also 350 
copy suggestions. Write for 
complete information. 


LIL-AD FEATURES, 
RFD 3, Santa Ana, Calif. 
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These 


were prepared 








L. HL. 


Lumber Corp., Carlton, Ore. 


E. J. Linke, Pres. 





Manufacturers 


Douglas Fir 


A Sustained Yield Operation 


Guy Haynes, V. P. 
Graham Griswold, Secy. & Treas. 


















—— 
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Electric Fork Truck 

If you are cramped for space, 
have limited floor load capacity, 
need light-duty electric fork truck 
operation—and at low price—this 
Lewis-Shepard Spacemaster “J” 
Model can do a job for you. It 
makes electric fork truck installa- 
tions possible where they couldn’t 
be considered before. It is manu- 
factured with heavy-duty compo- 
nents, has stamina to give long 
periods of efficient, full-power serv- 
ice but having slightly less travel 
and lifting speed. Lewis-Shepard 
is currently announcing this new 
“J” Model as a rugged, lightweight 
electric fork truck . .. lower in 
price than any available and de- 
manding less space. Write Lewis- 
Shepard Products Inc., Dept. AL, 
Watertown, Mass. 
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No Sliding Door Warpage 

A packaged metal passage-door 
frame for sliding doors is known as 
the Kannaframe—Series 800. Com- 
plete elimination of warpage prob- 
lems and ease of installation (Ken- 
naframe can be installed on the job 
In 20 minutes or less) are impor- 
tant advantages. The completely 
Prefabricated unit includes the well 
hown Series 400 Kennatrack al- 
ready assembled to header with 
hangers in place. An oak door 
Suide strip is also furnished. De- 
Signed for standard 2 x 4 walls, the 
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frame comes in all standard door 
widths for closed pocket installa- 
tions and is usable with any type 
of wall finish. The header of Ken- 
naframe has a two-way adjustment 
that makes correct alignment for 
fit and plumb very easy. Pocket 
end of header allows a 34” horizon- 
tal adjustment to fit rough opening. 
Both end brackets permit a %4” 
vertical adjustment on height to 
plumb. Split jambs and supports 
have a simple slot and bolt adjust- 
ment over a range of 154”, making 
it easy to fit Kennaframe to un- 
even concrete or built-up wood 
floors. Write Jay G. McKenna, 
Inc., Dept. AL, Elkhart, Ind. 















Stainless Steel Windows 
Samuel Brourman, president of 
Challenger Products Inc., Pitts- 
burgh, Pa., has announced that all 
the equipment and dies for the 
manufacture of stainless steel com- 
bination storm windows have been 
purchased from the Corry-James- 
town Manufacturing Co., Corry, Pa. 
Mr. Brourman further reported 
that Challenger Products will short- 
ly go into production on a line of 
Stainless Steel Windows for na- 
tional distribution to complement 
its present production of Stainless 
Steel Storm and Screen Doors. The 
window will be completely rede- 
signed to accommodate the self- 





Make friends 
as you make sales! 











om CRA 


You’re bound to make friends where you 
sell CRA Redwood —the grade-marked, 
trade-marked, Certified Dry Redwood 
from California’s coastal counties. For this 
is Redwood at its best— uniform in quality 
— dependable in performance — ideal 

for any job that calls for Redwood’s 
durability, stability and paintability. 
That's why you should feature grade- 
marked, trade-marked CRA Certified Dry 
Redwood —the Redwood you can be 
sure of —the Redwood processed by the 
reputable member firms of the 


CALIFORNIA REDWOOD ASSOCIATION 
576 Sacramento St., San Francisco 11 


HAMMOND LUMBER CO, « HOLMES EUREKA LUMBER CO. « NORTHERN REDWOOD LUMBER CO. « THE 
PACIFIC LUMBER CO. « ROCKPORT REDWOOD CO. * SIMPSON LOGGING CO. « UNION LUMBER CO. 
WILLITS REDWOOD PRODUCTS CO. « ARCATA REDWOOD CO. « COASTAL PLYWOOD & TIMBER CO. 
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NATIONALLY ADVERTISED 














Brown's SUPERCEDAR is nation- 
ally advertised in House and 
Garden, House Beautiful 
and Small Homes Guide 
Cedar closets help sell 
homes—help rent 
apartments 


’ ALL WIDTHS 
40’ TO PKG. 


PACKAGED { 


Brown's sealed pack- 
age protects the aroma 
and makes it easy to stock 

and sell at a good profit. 
Ready for use—dressed, tongue 
and grooved and end matched. 
Write for builders folder and 
consumer booklet. 


Product of 
GEO. C. BROWN & CO., Inc. 
GREENSBORO, N.C. _ Established 1896 “ 


Largest Manufacturers of 
Aromatic Red Cedar in the world 

















¢ Z 





| 
Products of Merit 
CONSUMERS 


WATERPROOF 
TILE BOARD |— 


CEMENT 



















| 





® The quick, clean,easy way to put 
up tile board, any thickness — 
permanently! 


®@ Never sets brittle...won't dry 
out and pull away. 


@ Waterproof. Contains special 
rubber base. 


@ Economical. Covers 150 sq. ft. per 
gallon. 


® Available in quarts, gallons, 5 
gallons. 


—T 
-ORDER FROM YOUR WHOLESALER - 


OR DIRECT FROM US 


CONSUMERS GLUE CO. 


ST. LOUIS 6, MO. 


1515 N. HADLEY ST 











storing of a screen. A new building 
is now under construction adjoin- 
ing the present Challenger Stain- 
less Steel Door plant to expand fa- 
cilities for the manufacture of 
these products. White Challenger 
Products, Inc., Dept. AL, 2601 Penn 
Ave., Pittsburgh, Pa. 
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Yale Screen-Door Hardware 


Here is Yale’s “Skeeter Chea‘er” 
screen-door hardware as it will be 
colorfully displayed in retail stores 
throughout the country during the 
spring and summer. Calling atten- 
tion to the twin summer annoy- 
ances of slamfning screen doors and 
invading household pests, the “Skee- 
ter Cheater” screen-door combina- 
tion includes the Yale No. 506 air- 
liner pneumatic screen-door closer, 
the No. 1011 push-pull screen door 
catch, and the heavier No. 570 hy- 
draulic screen-door closer. The No. 
506 airliner pneumatic closer is 
made of brass-finished durable steel 
with strong closing action. It re- 
quires only two inches between 
doors. The No. 1011 push-pull 
catch is made of brass-finished die- 
cast metal, and is equipped with a 
push button dead-lock attachment. 
The No. 570 hydraulic closer, de- 
signed for screen and combination 
screen and storm doors, is made of 
a sturdy cast-iron case with spe- 
cially die-cast parts. It can be 
mounted directly on right or left 
hand doors, or between doors, with- 
out extra arms or brackets. Only 
3% inches is required ‘between 
doors. Write The Yale and Towne 


Manufacturing Company, Dept. AL, 
Chrysler Building, New York 17, 
% 2 


N. 





New Zinc Alloy Wood Screws 


Die casting is achieving impor- 
tant economies in the production 
of wood screws for soft materials. 
GRC die-cast zine alloy wood screws 
are designed for a wide range of 
uses, offering many application ad- 
vantages for such materials as soft 
woods, composition board and plas- 
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tics. In addition to the No. 1 
3% wood screws illustrated, which 
have round Frearson heads, GRC js 
planning to produce a complete ling 
of sizes. The design flexibility of 
the die casting process permits pro. 
duction of any type of head an 
driver recess. These GRC rust. 
proof wood screws are cast and 
trimmed, ready for surface finish. 
ing, in one single completely auto. 
matic operation. The threads are 
cast and can be held to required 
close tolerances because of the use 
of single-cavity precision dies. For 


samples and prices write Gries Re § 


producer Corporation, Dept. AL, 
a aaa 133rd St., New York 54 


Weatherstrip Aluminum 
Threshold 


Karjam’s_ weatherstrip  alumi- 
num threshold has a_ patented 
extra-deep, self-drain channel de. 
signed to give a waterproof, air. 
tight fit for doors. The new 
design clears the door by %", 
leaving room for mat. At the same 
time it takes care of the wood 
saddle and makes it airtight and 
waterproof. May be installed by a 
carpenter or weatherstripper. For 
complete details write Karjam’s, 
Dept. AL, 495 Hempstead Turnpk, 
West Hempstead, N. Y. 








Pacific Hardwood Paneling 


A new, solid hardwood wall pat- 
eling, designed and manufactured by 
the H. A. White Lumber Company, 
is marketed under the trade name 
“Pacific Hardwood Paneling.” This 
new wall-finishing material is milled 
from mature-growth Western Alder 
into solid, 1-inch molded paneling 
boards of tongue and groove Ccol- 
struction in random widths and i 
4-, 5-, 6-, 7- and 8-ft. lengths. 
Beautifully grained and rustically 
knotted, this paneling is perma 
nently pigmented and_pre-finished 
under a special process which makes 
it exceptionally resistant to scuffs 
and scratches, while it retains its 
freshness of coloring indefinitely. 
Pacific Hardwood Paneling is pre 
finished in four standard colors: 
Honey, Driftwood, Forest Brow 
and Rustic Red. It is packed in 4 
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special carton with directions for 
the simple job of erection. Typical 
installations are exampled in home 
libraries, living-rooms, play rooms 
and recreation rooms; in profes- 
sional and business offices and re- 
ception rooms; in churches, clubs 
and store interiors. For descriptive 
folder write H. A. White Lumber 
Company, Dept. AL, 204 National 
Bldg., Seattle 4, Wash. 





Tea Wagons, Tables, Server 
The Raber Mfg. Corp. has an 

interesting line of unpainted hard- 

wood tea wagons, cocktail and end 


tables. This furniture is sturdily 
constructed with all selected kiln- 
dried hardwood, finely sanded, ready 
to paint or stain. At the present 
time the selection includes five tea 
wagon models. All are easily as- 
sembled by wing nut and bolt at 
legs—no tools required. End table, 
cocktail, and lamp tables have 
wooden maple pegs over counter- 
sunk bolts. A fold-up utility server 
that opens at the flick of a finger 
is ideal for small apartments, pat- 
ios, bar serving. It can be easily 
carried about—folds to 3” width. 
Also available in mahogany and 
natural finish. For descriptive 
folders write The Raber Mfg. Corp., 
Dept. AL, 700 Third Avenue, Brook- 
lyn 32, New York, N. Y. 


Controls Crawl-Space Moisture 


To enable contractors to comply 
effectively and economically with 
the various government regulations 
for treatment of crawl spaces un- 
der basementless houses, the Ru- 
beroid Co. has introduced a new 
product called “Crawl Space Cover 
and Concrete Slab Waterproofing”’. 
The new product is designed to 
control the rise of moisture from 
the ground so that the underside 
of the house will not become rotted, 
and adequate provision may be 
made against chilly floors. In Ru- 
beroid’s new product a strong base 
felt is thoroughly saturated with 
asphalt and then both sides are 
qrongly reinforced with a special 
orm of coating specifically de- 
Signed to meet crawl-space and ‘un- 
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der-slab conditions. One of the 
advantages claimed for the new 
material is that it can be inexpen- 
sively installed without special 
equipment or hot materials. Write 
the Ruberoid Co., Dept. AL, 500 
Fifth Ave., New York 36, N. Y. 


Hako Vinylflex 


A new Type—A Vinyl-plastic 
flooring, that is known as Hako 
Vinylflex, has been added to the line 
of Hachmeister-Inc. In making the 
original announcement, M, D. Glad- 
stein, general manager of the Floor 
Tile Division, said this new product 
will provide the very best in resili- 
ent floor covering, and, that it will 
not be affected in any way by the 
strongest of soaps, detergents, 
grease, oil, solvents or moisture. 
Write Hachmeister-Inc., Dept AL, 
2332 Forbes St., Pittsburgh 13, Pa. 














Cupco Combination 
Storm Door 


The Cupco combination storm door 
—ponderosa pine with aluminum- 
framed glass and screen panels— 
was designed to provide the best 
features of both wood and metal 
storm doors at a reasonable price. 
The aluminum-framed glass panels, 
and two aluminum-framed screen 
panels in each door facilitate the 
storage problem and ensure a min- 
imum of weight to handle. In addi- 
tion, the aluminum-framed panels 
never need painting and never swell 
or stick. They should last a lifetime. 
The body of the door, ponderosa 
pine, is treated with Woodlife to 
prevent rot. And attached to the 
body is an attractive, sturdy grille 
protecting glass and screen panels 
from damage. For illustrated folder 
write Cupples Company, Dept. AL, 
401 S. 7th St., St. Louis 2, Mo. 
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NAMES IN THE NEWS 








Jacobsen Sales-Training Clinics Under Way 


Pioneering new ideas—in building 
and selling power mowers, is an old 
story with Jacobsen Manufacturing 
Company. So it is not surprising that 
this power mower leader again points 
the way—this time with a brand new 
sales clinic. 

Jacobsen representatives recently 
“kicked-off” the first sales-training 
program for dealers in the history of 
the power mower industry. And some 
500 separate meetings have been 
scheduled in key trading centers 
throughout the country. It looks like 
8,000 people will learn how to sell 
more power mowers before these 


meetings are over. 


The idea behind these clinics is to 
help dealers organize a hard-hitting 
power mower selling program and to 
build effective garden products dis- 
plays around Jacobsen power mowers. 
Important features of the clinic in- 
clude such helpful sales aids as edu- 
cational slides and sound films and a 
presentation of the wide variety of 
promotional material available to 
Jacobsen dealers. 

These sessions are designed to 
make everyone in the Jacobsen-dealer 
sales organization a power mower pro- 
moter: partners, sales clerks, delivery 
men, mechanics. Write Jacobsen 
Manufacturing Company, Racine, Wis. 








NEW AETNA WAREHOUSE has space for 45 carloads of plywood and veneer. 


The warehouse has been organized to combine speed and efficiency. 


Aetna Expansion Keeps Pace with Industrial Progress 


The opening of an expanded opera- 
tion in Grand Rapids, Mich., has been 
announced by Aetna Plywood & Ve- 
neer Company of Chicago, according 
to Aetna’s President Don L. Davis. 

The new Grand Rapids warehouse 
provides 26,250 square feet of floor 
area, double the size of the former 
building. The additional space will en- 
able the Grand Rapids Branch to 
carry a larger inventory and a more 
diversified line of stock, providing 
even faster service than has been 
possible in the past. 

Conveniently located at 825 Bu- 
chanan Avenue, S.W., the warehouse 
has facilities for inside loading and 
unloading of trucks, and is able to 


58 


accommodate three freight cars and 
five trucks simultaneously. Modern 
plywood handling equipment including 
fork lifts, platform transporters, and 
pallet-type transporters helps the or- 
ganization to move orders rapidly and 
live up to the Aetna objective of 
“Same Day Service”. Aetna trucks 
deliver within a radius of 100 miles. 
Clarence Kohnke is the manager of 
the new warehouse. His 20 years of 
plywood experience enable him to 
competently direct a well-coordinated 
team consisting of sales representa- 
tives John L. Davidson, Alan Moore, 
John Mackay, Gordon Vanderwerp, 
and Murray Dewar, as well as ware- 
house superintendent Harold Gehl. 
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Largest Trade Advertising 
Program in Russwin History 


According to C. W. Bostrom, adver. 
tising director of The American Har. 
ware Corporation, New Britain, Conn, 
The Russell & Erwin Division ywjj 
keep its distributors well posted oy 
product and merchandising activities 


during 1952 through trade publication, § 


advertising. The 1952 program is the 
largest in the history of this century. 
old company. 

Out of six separate and disting 


campaigns, five are directed to the 


trade which includes architects, cop. 
tractors, hardware specialists, whole. 
salers, school and hospital manage. 
ments and retailers. 

Twenty-two publications with , 
combined circulation of over a million 
readers are being used. Considerable 
emphasis will be placed on the ney. 
est addition to its line of locks and 
latches. Advertising messages will ex. 
plain construction features in detail 
and also show previews of new build. 
ings that will be equipped with the 
new Russwin product. 


Announce Second Expansion 
of NuTone Plant 


J. Ralph Corbett, president, Nv- 
Tone, Inc., Cincinnati, has announced 
plans for a new plant addition. The 
new structure will contain 20,000 
square feet of floor space, bringing 
the plant total to 125,000 square feet. 
It will cost $100,000. 

The expansion will boost NuTone 
employment from 450 to nearly 550 
employes. Three acres of land in the 
rear of the plant have also been pur- 
chased for future expansion. This 
brings total land area to 10 acres. 

The expansion is necessary to han- 
dle heavy production schedules in 
present NuTone products, particu- 
larly Heat-A-Lite and electronic de- 
vices for the armed forces. 

The company is the world’s largest 
producer of residential door chimes. 

This will be the second expansion 
of the NuTone plant which was 
opened in January, 1950. The first 
addition of 25,000 square feet was 
started only six months after the 
plant was completed. 

NuTone started in 1936 with four 
employes. Its newest expansion will 
include an enlargement of its em- 
ploye cafeteria with $5,000 earmarked 
for new equipment and redecoration. 


Sterling Windows Purchased 
By Ceco Steel Products 


Ceco Steel Products Corporation, 
Chicago, IIl., national manufacturer 
of metal building products, has pur- 
chased the business of Sterling Wi0- 
dows, Inc., of New York City and 
New Castle, Ind., it was announced 
by Ned A. Ochiltree, Ceco president. 
The closing was negotiated in New 
York City with Robert Ferguson and 
Harry King, majority stockholders ™ 
Sterling, a manufacturer of aluminum 
double-hung windows, screens 4 
storm windows. 

C. Foster Brown, Jr., formerly 4 
sistant to Ceco’s president, has beet 
elected vice president in charge _of 
the company’s newly created Sterling 
Aluminum Window division. Distr- 
bution will be channeled through Ce 
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eo’s district offices and warehouses 
coast to coast, and coordinated with 
the firm’s sales agents and dealers. 


Key personnel of Sterling are join- 


ing the Ceco organization. Included 
are E. C. Franklin, plant manager, 
who will continue in charge of factory 
operations at New Castle; and N. H. 


Bell, vice-president in charge of sales, 
who will headquarter in Ceco’s sales 
ofice at 101 Park Ave., New York 
City. Sterling’s home office at 369 Lex- 
ington Ave. in New York will be 
closed. Approximately 150 other Ster- 
ling office and factory personnel will 
continue with Ceco. 

Ceco’s major products are steel win- 
dows, aluminum storm windows, metal 
frame screens, metal lath and acces- 
sories, steel joists, steel forms for 
concrete joist construction, reinforc- 
ing steel, and a wide variety of metal 
roofing products and accessories—to 
which have now been added aluminum 
double-hung windows. 





Gives 10,000 Pesos for 
Disaster Victims 


Contributions for relief of thou- 
sands of Filipinos made homeless by 
the eruption of Mt. Hibok-Hibok on 
Camiguin Island and twin typhoons 
that swept the central Philippines dur- 
ing December, were led by the In- 
sular Lumber Company. The Amer- 
ican-owned—exporters of Philippine 
mahogany—Negros Island firm con- 
tributed 10,000 pesos ($5,000). In Ma- 
nila, Dr. Feliciano K. Cruz (center) 
Philippine National Red Cross, accepts 
check from Insular’s A. F. Bender 
while Ismael Sta Ana looks on. 


Wesco Waterpaints Acquired 
By National Gypsum 


National Gypsum Company has an- 
nounced the completion of negotia- 
tions for the acquisition of Wesco 
Waterpaints, Inc. including plants, 
working capital and good will. “Wes- 
co, with plants at Trenton, N. J.; Good 
Hope, La.; Matteson, Ill.; Berkeley 
and Los Angeles, Calif.; Seattle, 
Wash., and Montreal, Quebec, will 
substantially improve National Gyp- 
sum's position in the market for wall 
and ceiling construction materials”, 
said Melvin H. Baker, chairman of 
the board of National Gypsum Com- 
pany, 

_ The acquisition will round out Na- 
tional Gypsum’s paint line by adding 

€sco’s well established lines in wat- 
er-thinned paste paints, dry powder, 
exterior masonry paints and interior 
rubber base paints. 

esco Waterpaints, Inc. was or- 
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ganized in 1906. Its well-seasoned 
organization in sales, production and 
research is expected to supplement 
the far-flung organization of National 
Gypsum. 

This addition will give National 
Gypsum a total of 32 plants located 
in 21 states and Canada. During the 
past 10 years National’s sales have 
grown from $25 million in 1941 to $95 
million last year. Starting 27 years 
ago with one product, the company 
now manufactures more than 150 
products for use in building construc- 
tion. These include gypsum board 
products and plaster, lime, insulation 
board, rock wool, metal lath, paint 
and a line of acoustical products sold 
through retail lumber and building 
material dealers. 


Northern Hemlock and Hard- 
wood Manufacturers Meet 


About 135 members and guests of 
the Northern Hemlock and Hardwood 
Manufacturers Association met at 
Land o’Lakes, Wis., February 14 in 
annual session. President, A. E. 
Swanke described the services con- 
ducted by the Association office. 

Report of the nominating commit- 
tee unanimously adopted by the Asso- 
ciation resulted in the election of the 
following: President—Robert W. Ly- 
ons, Wm. Bonifas Lumber Company, 
Neenah, Wis. Vice-President—C. D 
Zagelmeier, Michigan Pole & Tie Co., 
Newberry, Mich. Treasurer—W. W. 
Gamble, Jr., White Lake, Wis. 
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There was no 
doubt about the 
theme used at the 
Toledo meeting 
for managers of 


31 branch sales 

offices of Owens- 

Corning F iber- _ 
glas Corporation. PS 
The theme was QPCRTUNTIES 


_ ERA MEW Petfeg 
MOLI, 


SELL, and the 
men who assem- 
bled for the an- 
nual two-day ses- 
sion were _ ex- 
posed to it from 
all sides. 

As E. W. (Pat) 
Smith, Owens- 
Corning vice- 
president in 
charge of branch- 
es and sales train- 
ing said, “ ‘Sell’ 
was bustin’ out 
all over.” 

And that described it. The word 
“sell”—in capital letters—was seen 
everywhere the salesmen went. It 
was lettered on cards hanging from 
the ceiling in rooms where the men 
met; it was frosted atop the cakes 
and cookies served at the wind-up 
dinner. The word was on practically 
every item used by the men at the 
meeting—drinking glasses, note books, 
ash trays, memo. folds, identification 
tags, place cards and dinner pro- 
grams. 

“Sell” looked through the transpar- 
ent sides of cigarette lighters given 
to all salesmen. The word appeared 
on table center pieces at the dinner 





"Sell" Theme Stressed at Owens-Corning Fiberglas Meet 


* 





and even on the ice cream served 
there. A _ special color—‘“sell red”— 
was used in printing the program. 

This strong emphasis on the sell 
theme was supported by props, skits, 
stunts, charts, slides, dialogue, songs 
and slogans. 

“..- IT have found that sales oppor- 
tunities never die. They just fade 
away—from neglect,” said a simu- 
lated Gen. Douglas MacArthur dur- 
ing the skit shown above. 

Nothing was spared, said Mr. Smith, 
to show the salesmen what was ahead 
in 1952 and to impress the sell theme 
via unique visual and verbal em- 
phasis. 





The Louden Machinery Com- 
pany Elects New Officers 


A. C. Louden, formerly vice-presi- 
dent and production manager of The 
Louden Machinery Company, Fair- 
field, Iowa, was elected president the 
first of the year. He succeeded his 
brother, the late R. B. Louden who 
headed the company until his death in 
November resulting from an automo- 
bile accident. 

Vice-presidents elected were W. L. 
Fry and R. W. Louden. The two vice- 
presidents serve with A. C. Louden 
on an executive committee which has 
charge of all general management 
functions of the firm. 


Like his predecessor, the new presi- 


dent is a son of William Louden who 
founded The Louden Machinery Com- 
pany and the Barn Equipment Indus- 
try in 1867 with the introduction of 
the world’s first hay carrier and later 
pioneering the Monorail Industry. 

The two vice-presidents are both 
grandsons of William Louden. W. L. 
Fry joined the firm in 1930 and is 
company auditor. R. W. Louden 
joined the firm in 1932 and is man- 
ager of the Farm Line Division. 

With the election of new officers, 
Wilbur Mayer, sales manager of the 
Monorail Division was named to the 
board of directors. He has been as- 
sociated with the company in Fair- 
field, Iowa, since 1942. Prior to that 
time he was in charge of the Buffalo 
district office. 


B. F. Cheatham Heads 
Moore-Reid 


B. F. Cheatham has been elected 
president of Moore-Reid & Company 
and now serves as general manager 
of the Mississippi Valley operations 
of Georgia-Pacific Plywood Company 
which includes Moore-Reid & Com- 
pany and Terry Road Lumber Yard in 
Jackson, Miss., as well as the lumber. 
ing operation of Georgia-Pacific Ply- 
wood Company at Dumas, Ark. This 
announcement was made by Frank 
Schuh, southern vice-president of 
Georgia-Pacific Plywood Company. 

Mr. Cheatham assumed the duties 
formerly performed by John L. Moore, 
president and W. A. Reid, vice-presi- 
dent of Moore-Reid & Company, both 
of whom died suddenly in January. 

Mr. Cheatham, a graduate of the 
Virginia Polytechnical Institute, Class 
of 1932, has been with Georgia-Pacific 
Plywood Company as general manager 
of its Cleveland, S. C., operation since 
1944, 





COMPANIES ANNOUNCE 


Films and Flooring Division of The 
Goodyear Tire & Rubber Company, 
Akron, Ohio, announced assignment 
of two flooring sales representatives. 
John G. Andrews has assumed duties 
in Philadelphia and James Y. Jamison 
in Boston, both reporting to William 
J. O’Keefe, eastern district manager 
of Films and Flooring Sales with 
headquarters in New York. 

Announcement of the assignments 
was made by R. H. Kilgore, manager 
of Field Sales of the division, as the 
company introduced a _ revolutionary 
new vinyl flooring material, claimed 
to never need waxing. 


Frederic M. Hoppert, Manhattan 
Kansas district sales manager, an- 
nounces the appointment of C. E. Me- 
Epoy as Rileco service engineer for 
the state of Texas. Having been for 
years engaged in the construction 
field and former manager of a retail 
lumber yard, Mr. McEvoy has 4 
practical background of Building ex- 
perience and construction “know- 
how.” Rileo manufactures a complete 
line of glued laminated wood rafters, 
arches, trusses and beams for the 
construction of all types of farm 
buildings, industrial buildings, schools, 
churches, gymnasiums, auditoriums 
and other structures requiring wide, 











Interlocking 


Complete in cartons 





1009 Harvard Terrace 


LOW COST — ALL METAL 


‘E-Z’ON- 
WEATHERSTRIP 


Easily installed — No special tools required 
Rustless, Moisture-proof, Draft-proof, Dust-proof 


For Full Details Write Now 


ROBERT N. BALTZ & CO. 


Evanston 6, lilinois 
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FOR SCHOOL CONSTRUCTION 


Recommend 25/32 X 2" face Diamond Hard First Grade 
maple flooring for gymnasiums in place of the usual 25/32 X 
2%," face. The little difference in the amount of flooring 
used to cover a given area is more than offset by the price 


differential . . . $20 per M. 






J. W. WELLS LUMBER CO. 


Menominee, Michigan 





ON 
FLOORING 


Write, wire or phone 
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MAKE EXTRA PROFITS with 





LECO PERMANENT MAGNET 


beco-— lated 


with the 


PERMANENT MAGNET 


USE Leco-Latches FOR: Kitchen Cabinets @ Medicine 
Cabinets @ Music Cabinets e Tool ‘Cabinets e House 
Trailer Cabinets e@ Ship and Boat Lockers e@ Any 
Cabinet Door! 






Lasts forever — nothing to get out of order. Works per- 
fectly — even if doors sag or warp. Doors open easily — 
without snap, noise or jerk. Holds door in place firmly, 
yet gently. Easily installed. Improves appearance. 


NATIONALLY ADVERTISED — In Better Homes & 
Gardens, House Beautiful, Sunset, Popular Mechanics. Be 
sure you stock and display Leco-Latches, to take full ad- 
vantage of this powerful promotion! 


For literature, prices and name of distributor, write 


Laboratory Equipment Corporation 
' $t. Joseph 17, Michigan 








D. M. McCLintock LUMBER Co. 


Terminal Sales Building, 
PORTLAND 5, OREGON 
Telephone: Atwater 9355 


Douglas Fir @® Red Cedar 
Sitka Spruce & Hemlock Lumber 
Shingles 


Exclusive Mill Agents 








FLUSH DOORS 
CORNICES 
CHAIR RAILS 
WALL PANELS 
MANTELS 
CLOSET SHELVES 


A wide selection of 
Embossed and deep- 
ly Carved mouldings 
in traditional & 
modern designs are 
available for imme- 
diate delivery. 
















Write for illustrated catalog 


BENDIX Manufacturing Co. 





192 Lexington Avenue, New York 16, N.Y. 











AUTOMATIC 
om UGE 


TANNEWITZ 


for Swing Saws 


$30 to $50 A MONTH 
IN LUMBER AND LABOR 


SAVES 


30 Days Free Trial 


ORDER NOW OR SEND FOR 
CIRCULAR 


TANNEWITZ WORKS 


GRAND RAPIDS 
MICHIGAN 
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Facilities to Serve Yo" 


DRY KILNS—20 Tracks of Latest Moore De- 
sign. Capacity 1 million feet per 
charge. 


DRY SHEDS—Ample Storage Adjacent to Car- 
line Means Dry Lumber for you. 


DRY LOADING DOCK—Can Load 19 Cars 
Under Roof. Assures you quick 
Shipment Regardless of Weather. 


THERE IS NEVER A LET DOWN 
IN OUR QUALITY- 
PRECISION MANUFACTURE 





Mills at Anderson & Canby, California 
Sales Office: Anderson, California 
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clear-span construction. Rilco struc- 
tural members are precision fabricated 
at the firm’s modern plant located at 
Independence, Kan. They are delivered 
ready for erection with a minimum 
of labor and time. Mr. McEvoy will 
establish his office at Waco, Tex., 
P. O. Box 184. 


Opening of United States Plywood 
Corporation’s sales and distribution 
unit at Omaha, Neb., marked the 35th 
such installation for the company, 
according to S. W. Antoville, vice- 
president and director of sales. The 
new branch, located at 1806 North 13 
St., Omaha, serves lumber dealers, 
building supply houses and manufac- 
turers in key cities of central and 
eastern Nebraska, southern South Da- 
kota and western Iowa. It is man- 
aged by L. T. Peeler, a veteran of 13 
years’ experience with United States 
Plywood. 


George L. Doolittle, president of the 
Albuquerque (N. Mex.) Lumber Co., 
is serving this year as a newly elected 
director of the National Association 
of Manufacturers. Mr. Doolittle is a 
past director in the Chamber of Com- 
merce and is its military affairs com- 
mittee chairman. He is a West Point 
graduate and spent three years in 
Washington, D. C., as an Army major 
in World War II. 


Del L. Helton, Columbus, Ohio, was 
recently appointed sales representa- 
tive of The Malta Manufacturing 
Company. In this capacity, Mr. Hel- 
ton will work closely with Malta 
jobbers in the sale and promotion of 
Malta wood window units, Prior to 
joining the Malta firm, he was asso- 
ciated with Lumber Dealers, Inc., 
largest complete builder materials 
jobber in the Rocky Mountain area. 


Sears, Roebuck and Co. announced 
the appointment of Wolfgang W. S. 
Seidenadel as head of the company’s 
building materials buying department. 
Mr. Seidenadel, who has been senior 
buyer in the building materials de- 
partment for the past two years. suc- 
ceeds the late A. J. Natemeyer. A na- 
tive of Chicago, Mr. Seidenadel joined 
Sears in 1919 and has been connected 
with the company’s building materials 
division during his entire employment. 
He attended the University of Chi- 
cago and is a navy veteran of World 
War I. 


Earl W. Rosa has been appointed 
sales manager of the F. E. Schundler 
Company, Joliet, Ill., manufacturers 
of Coralux and various building sup- 
plies. Mr. Rosa will direct sales of 
Perlite, Vermiculite and insulating 
blocks and cements. He has been with 
the F. E. Schundler Company for 11 
years, starting as a research techni- 
cian in the Schundler Laboratory. Mr. 
Rosa also has taken an active part in 
the Perlite Institute and is presently 
a member of the Perlite Technical 
Committee on Plaster. 


Lyle Bolster has recently taken 
over his new duties as advertising 
manager of the F. E. Schundler Com- 
pany. Mr. Bolster has been with the 
Schundler Company for two years. 
He has had a number of years’ experi- 
ence in the industrial and residential 
insulation sales field prior to his ap- 
pointment to the Schundler position. 
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OBITUARIES 


THOMAS L. WEAVER, 82, died 
Mar. 23 at his home in St. Petersburg, 
Fla. Mr. Weaver was senior partner 
of the Weaver Brothers Lumber Co. 
which he founded with his two broth- 
ers in 1891 in Georgia and Alabama. 
He and his brothers, John and S. P. 
Weaver, nine years later, moved their 
operations to Flora, La. Until it was 
closed in 1945, the Flora plant was 
continuously in operation. From this 
partnership the brothers later ac- 
quired mills in Texas, Louisiana and 
Florida. A veteran of 61 years in the 
lumber business, Mr. Weaver was 
president of the Welori Lumber Co., 
the Weaver-Loughridge Lumber Co. 
of Boyd, Fla., and the Pinellas Lum- 
ber Co. of St. Petersburg. 


THOMAS H. PATTERSON, senior 
member of Patterson Brothers, for- 
merly of Fifield but recently of 
Minocqua, Wis., passed away March 
13. He had been in failing health for 
some time because of a heart condi- 
tion. . 


GEORGE W. BIRNEY, for 21 years 
a representative of the Woodville Lime 
Products Company, Toledo, Ohio, 
passed away suddenly at his home in 
Fort Wayne, Ind., on February 11. 
Born in Temple, Tex., in 1894, Mr. 
Birney learned the lumber business 
as a youth and spent most of his 
later life selling building materials. 
In his last connection he covered, at 
some time, all of the eastern half of 
the United States and had a wide 
acquaintance among building supply 
dealers. 


WARREN Y. SLOCUM who was 
engaged in the lumber business on a 
commission basis for over 50 years, 
died March 28. He was associated 
with some of the largest lumber manu- 
facturers in Pennsylvania, Michigan 
and Wisconsin. The last two years 
Mr. Slocum resided in Derry, N. H., 
although he continued to do business 
through his office in Boston, Mass. 


DEAN L. GLENN, 70, died at St. 
Luke’s Hospital, St. Paul, Minn., 
March 25. He was widely known in 
retail lumber circles, having been as- 
sociated with Thompson Yards, Wey- 
erhaeuser affiliate, in various capaci- 
ties from 1917 until he reached his 
official retirement age in March, 1950. 
Mr. Glenn began his lumber career in 
1900 with the St. Croix Lumber Com- 
pany in South Dakota. A few years 
later he went with J. H. Queal Lum- 
ber Company as assistant yard man- 
ager at Sioux City, Iowa. He then 
became assistant to the purchasing 
agent for Queal at Minneapolis. His 
affiliation with Weyerhaeuser began 
in 1917 when Thompson Yards bought 
the Queal company. He held the posi- 
tion of purchasing agent until 1923, 
when he was appointed assistant gen- 
eral manager. In 1935 he became gen- 
eral manager, and then in 1948 was 
promoted to executive vice-president, 
which position he held until the time 
of his retirement. 

Mr. Glenn was active in association 
affairs and served on many war-time 
committees. He was a director of the 
Reserve Supply Company for 10 years 
and a member of the Concatenated 
Order of Hoo-Hoo. 
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Answers to What's YOUR 
Answer? 


Stop! Read Questions on Page 45 


1—No, but the 36 months time ling 
on payments is still effective 
See page 12. 

2—Allwood hardboard. Distribute 
by Oregon Lumber Co., Dee, Ore 
See page 53. 

3—Trim-Kit, page 35. 

4—A special building material show. 
room by the Huntington Mate. 
rials Corp., Huntington, N. Y, 

5—George C. Brown, Inc., Greens. 
boro, N. C. See page 56. 

6—A recent survey by the Zonolite 
Co. indicates that 51% of home 
owners are doing their own work, 
See page 39. 

7—Worse, because they are too used 
to a buyer’s market. See page 3), 

8—No, surprisingly enough the 
amount of money loaned was 
greater, though the number of 
loans was less. See News Briefs, 
page 9-10. 

9—Portland cement, page 29. 

10—Superlite, product of Superior 
Wall Products Co., Phila., Pa, 
See page 45. 








YOUNG MAN OF MENOMINEE 


(continued from page 43) 





—as a wholesaler. He’s been 
buying and selling lumber ever 
since. At first it was on the 
Pacific coast, but now it’s large- 
ly in the east and in northern 
Illinois. He sends out price 
lists on lumber and cedar to 
some 2,500 firms. Much of his 
lumber comes from New York; 
“they produce a lot of lumber 
in New York now,” he says. j 
“Sandy” on cedar. “The up- 4 
per peninsula cedar supply has 
been slaughtered too much in 
recent years. The _ truckers 
have helped kill it. . . . They 
should let the trees stand 
awhile. : 
“T could sell a million 4-inch 
cedar posts in Chicago tomor- 
row if I had them. They’!] take 
anything in Chicago and mostly 
when they accept two-inch they 
get inch and a half. Three-ineh 
posts, 10 years ago, sold for 10 
apiece here in Menominee 
cars. They’re 18 to 20c now 
and two-inch posts that half the 
cutters used to let lay in the 
woods and which we used to buy 
for 4 to 5c now bring 16c. | 
“The cedar crop is a splendid 
thing to make money on. Its | 
easily harvested, but now the @ f 
cutters are going strong 
pulpwood and letting the cedar 
slide.” 
AG 
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